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tomers are quick to note the costume-ac- 
Bing correctness of Tandrite Calf’s colors 


4 d foot-flattering simplicity of Tandrite 


B smooth, satiny finish ! 


with complete assurance their 
superior beauty will go a long way 
toward making the casual shopper 


an enthusiastic purchaser ! 





A POPULAR MOD 


BY GILBERT 


Se Soak 


No. 13453—Turftan Antiqued 
Calf, Loop Tie. Sizes 44% to 9 
in AAA to C Widths . . $4.25 


4) 


classifies as a “wrap-up. Its style is just that appealing! A\nd its quality value in fine 


his loopstie model is a favorite with the young Miss of discriminating taste. It 


materials is not only sound all through, but its comfortable fitting in the vamp, quarter 
and instep is a perfect match for the three = point suspension of the innerssole. Madam- 
ettes have a width and size range on 12/8 to 14/8 heels which, like the line as a whole, 
is a capital asset for the store or department jealous of its reputation for excel = 


lent service. Madamzettes give your customers more for their money. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 


of BOOT AND SHOE Fe ge es blished dvd Chilton Company (Inc.). Entered as second class matter November 23 1932, at oe post Office in Philggelphia under 
Mare 3! ‘ee Bubscripti6n 00 per year. Printed 1 in oO a A. (Canadian rate $3.0) plus $0.50 for Canadian War Exchange tax—making total of $3.5 











WAC SOLE STITCHING 
MACHINE—MODEL ¢ 


Among the smart Spring styles for 


women, new prominence is given to 


shoes with lightweight, wheeled 
extension edges. 

The G/T Sole Stitching Machine 
— Model C affords a most economi- 
cal and satisfactory means of sole- 

attaching for this fashionable 


sole treatment. 
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Shawlers 


is the beauty that wins customers to your shoes 


CRETAN CALF 


And matchless is the healthful comfort of this famous 
vegetable tannage, holding those customers . . . The 
smooth, gleaming look and plump softness of Cretan 
Calf have made it a favorite of custom shoemakers for 
three generations . . . That same softness, which never 


deserts the shoe, plus practical immunity to the hu- 
midity changes that often cause pinching, win you 
many a friend at the fitting stool .. . Leading manu- 
facturers feature shoes of Cretan Calf in many styles, 
including the popular military strap type shown here. 
Include the Gallun numbers in your 
next order ... A. F. Gallun & Sons 


Corporation, Milwaukee, Wisconsin. 


Norwegian Calf Cretan Calf Eskimo Calf 


hand-boarded grain smooth but not glazed water-resistant 
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les Easy to sell 


FLORSHEIM SHOES 272 December 


Time was when the average retailer forgot his 
men’s shoe business at Christmas time . . . but that 
was before FLORSHEIM national advertising had 
awakened the public to the realization that one can 
give FLORSHEIMS as gifts! This lucrative extra 
volume will be directed to the stores of FLORSHEIM 
dealers by means of half page insertions in— 

COLLIER’S— November 22 

TIME— November 24 


LIFE— December 1 
SATURDAY EVENING POsT—December 6 


Ly 


Miniature Shoes Put Across the Gift Idea 


The FLORSHEIM Christmas promotion 
plan has been mailed to all dealers. 
Place your orders now for early delivery 
on miniature shoes and shoe boxes, 
and FLORSHEIM gift certificates. 


THE FLORSHEIM SHOE COMPANY - MANUFACTURERS - CHICAGO - MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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“USE your head and save your 
feet” says the Central Shoe Com- 
pany of Warsaw, Ind. This is their 
policy and the theme of their con- 
tinual promotion of correct foot- 
wear. A business appeal to good 
solid reason is the plan followed in 
each continual or special promo- 


tion. 
* * . 


ALFRED F. DONOVAN, vice-presi- 
dent of E. T. Wright & Co., Rock- 
land, Mass., says: 

“This season’s crop of shortage 
rumors covers just about every raw 
material used in making various 


WHAT SHORTAGE 


Bae. 







> 


parts of the shoe. Predictions of 
production curtailment are numer- 
ous and some manufacturers are 
positively ‘jittery.’ My guess is that 
hide shortage or no hide shortage 
we'll continue to get soling material. 
Calf leather will not disappear from 
the market. Shortages in metals for 
shanks, tacks, nails and eyelets, if 
they develop, will not be cata- 
strophic in their effect. We're an in- 
genious people, you know, and the 
shoe industry is going to survive— 
somehow. As a matter of fact, about 
the only shortage which will result 
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in any appreciable slowing up of 
production is a shortage in orders 
received. Let’s all forget the scare 
stuff, then go out and book some.” 


PAUL W. CRAWFORD of the 
Crawford Shoe Company, at a re- 
cent meeting of Dayton 


(Ohio) 





Shoe Retailers Club, appealed to the 
club members for a more united 
spirit of good fellowship. “We must 
stop and give consideration to what 
this country is facing,” Crawford 
said. There are business restrictions 
in the making at Washington which 
will touch everybody. “As a result 
of conditions today, we need good 
fellowship and cooperation. The 
time for a strong organization is 
now. It will not be long now before 
we really begin to feel the effects of 


the war.” 
— * - 


H. W. BRIGHTMAN, vice-president 
and general merchandise manager 
of L. Bamberger & Co., Newark, 
N. J., says: 

“The bewildered consumer, if he 
is a defense worker, is beginning to 
wonder if most of his increased 
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earnings are to be gobbled up by 
increased prices and increased taxes. 
And if he is a white collar worker 
he is apt to find himself already 
worse off in this period of false 
prosperity than he was before, with 
more need than ever to spend his 
income wisely and to buy the things 
that will give good service. 

“A public not properly educated 
and informed as to the dislocations 
and price rises inherent in the cur- 
rent situation might conceivably 
gradually change the attitude of 
criticism to one approaching hos- 
tility. And a public that is in an 











important degree hostile to business 
is a dangerous public and one sus- 
ceptible to leadership by anti- 
American influences. 

“The only way for business to 
completely protect freedom of en- 
terprise is for business to protect 
and cooperate with the consuming 
public in such a way that the con- 
fidence of the public in business 
may be fully retained. We must 
see to it that the full force of pub- 
lic opinion is working with us for 
the reason that we deserve to have 
it that way.” 









WEIR * STEWART of Marshall, 
Meadows & Stewart, Auburn, N. Y., 
has been working on the problem 
of women’s shoes to wear with de- 
fense uniforms since early this year. 
Recently he sounded out one lead- 
ing women’s organization on its 
needs and ideas on shoes and dis- 
covered that women-in-defense have 
been shopping the New York stores 
for proper shoes with generally dis- 
couraging results. 

“The shoes we’re shown,” com- 
plained the head of this important 
national group, “are either low heel 
versions of dressy high heel styles; 
outright orthopedic types or sports 
styles. None of these will do for 
our activities. The two last-named 
types are welts, which is what we’re 
after; but their styling, of course, 
is not suitable. What we need is 
trim, smooth-leather uppers . . 
flexible, serviceable soles . . . and 
soft, yet durable construction . . 
in welt shoes available in. leading 
stores located in the many, many 
cities where our local branches are 
ONE -TWo - 


springing up.” 
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Mr. Stewart believes that a new 
major market is coming into being 
and that properly styled welts are 
bound to play a vastly more impor- 
tant part in shoe selling than here- 
tofore, as active women rule out 
dressy high heelers for the working 
part of their day. Dressy shoes, of 
course, will continue in force for 
off-time wear, but more and more 
women will require two-style ward- 
robes featuring serviceable welts as 
well as dressy types. 


ONG -Two- THREE - Four! ~ 





- * * 
W. B. BRIMBLECOMBE, president 
of Blachford Shoe Mfg. Co., Ltd., 
Toronto, Canada, told a group of 
Canadian retailers at Moncton, 
N. B., recently: 

“Dealers can assist the manufac- 
turers to a very great degree if they 
will cooperate by anticipating their 
requirements in staple lines, thereby 
leaving production lines open to 
take care of specialty lines as they 





OPEN MINDS 





—We are living in an era of 
changes—and rapid changes at 
that. 

—Which must have a vivid effect 
upon that most delicate and least 
understood of all mechanisms— 
the human mind. 

—There are all kinds of minds, just 
as there are all kinds of human 
beings. 

—Some minds are slow moving— 
apathetic, lethargic or what have 
you. 

—Other minds are alert, nimble, 
easily adjustable to new sensa- 
tions. 

—The slow-working mind is very 
much at a disadvantage in times 
such as these. 

—Whereas the nimble mind is ready 
to cope with any new situation 
that may arise. 

—If you feel that you have a mind 
that is pliable enough to under- 
stand, sympathize with and ad- 
just itself to this new vigorous era 
into which we have so suddenly 
emerged, you have good reason 
to congratulate yourself. 

—But if you feel “out of tune” with 
today and today's trends, it's 
high time that you close up shop 
and go skiing. 

—A zipper mind is quickly opened, 
and an open mind is most essen- 
tial right now. 


S18 Tern 


President 





are required. In any properly run 
retail store you should be able to 
anticipate your requirements on 
staple types three to four months 
in advance. 

“On specialty lines we face a dif- 
ferent picture. Style merchandise is 
a gamble at any time, but if you will 
study carefully the requirements of 
your trade and keep yourself well 
posted on style trends, you should 
be able to not only merchandise 
these types of shoes successfully but 
also have them on hand at th> time 


your trade is looking for them. It 
is more im, -rtant now than ever, 
that you study the types of shoes 
your trade demand and you should 
keep posted closely on style trends 
in lasts, patterns and colors. This 
problem is becoming much simpler 
for you as there is a fast-growing 
demand for more conservative and 
classic types of footwear. Style 
shoes today are made wp of pat- 
terns with pleasing classic lines, 
made over lasts which flatter the 
foot and in this field lasts with 
square and wall toes are proving 
very successful, due to ample fitting 
foreparts, yet giving a shorter ap- 
pearance to the foot.” 


CONGRATULATIONS to President 
John A. Beaumont, who was elected 
at the June convention of the New 
York State Shoe Retailers Associa- 
tion. He is son and partner of for- 
mer President Ernest A. Beaumont, 
30 Maiden Lane, Albany. Out of a 
clear sky President Beaumont was 
appointed by the United States De- 
partment of Education to be “Sub- 





ject Matter Specialist in Shoe Mer- 
chandising.” His office is room 
3355 New Interior Bldg., U. S. 
Office of Education, Washington, 
D. C. 

Mr. Beaumont was recommended 
for this important post by the Com- 
mittee on Education of the N.S.R.A. 
and the Government officials are 
highly pleased with the intelligent 
manner he has grasped the funda- 
mentals of his project. 


PAUL JESBERG, who has the 
Walk-Over stores in the Los Angeles 
area, says: 

“During the past season a new 
approach to buying problems has 
been used by us to excellent advan- 
tage. First, 15 of the very best 
numbers are selected from the line. 
These-are grouped in lots of five; 
that is five of the best number, etc. 
A little conversation proves the feas- 
ibility of considering only one 
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group of five. Then further selec- 
tion by elimination reveals there is 
one sure fire winner in the lot.. Say 
we are open to buy 500 pairs of 
shoes in these types at the time; 
half the sizes will be placed in this 


one shoe, with the balance on ‘the. 


other four. 

““What— buy twenty or more 
pairs on a size?’ cry the boys—‘and 
none of those other shoes?’ Records 
prove at the end of the selling, the 
two hundred pair lot sold out com- 
pletely—while some of the short 
runs of 40 to 50 pairs still found 
their way to the odd lot section. 


pene st! sa\4ele 





“Now here is a little tip, to: prac- 


~tice-when selling shoes. Very few 


people are in the multiple pair buy- 
ing class. For some time we have 
made it a practice to sell the second 
pair in theory, while the customer 
was buying the first, by telling them 
of the good points of that second 
pair. The anticipation of buying 
that pair of shoes for several months, 
provided the right kind of a graphic 
picture has been painted, will mean 
complete customer satisfaction when 
the purchase is really made. Con- 
sider the many times you have 
thought of doing something, or of 
buying something. The anticipation 
was often as keen as the actual 
Lransaction.” 
* * * . 

R. M. CLARKE, operator of the 
Health Spot Shoe Store, Portland, 
Ore., says: 

“Many orthopedic shoemen have 
the theory that orthopedic shoes are 
principally for people with bad 
feet. I promote the idea that ortho- 
pedic shoes should be worn by 
people with good feet so that their 
feet stay that way.” 

. * 
“LOOK out for the redheads, espe- 
cially those between 18 and 25 years 
old,” warns J. H. Jaggy, proprietor 
of the Jaggy Shoe Store, Vancouver, 
Wash. Now shoeman Jaggy is not 
sore at the redheads, he is just sorry 
for them. ‘And the reason is they 
have the hardest time trying to blend 


November 8, 194! 


the color accessories, dress, mil- 
linery, purse and shoes with the fiery 
redhead. Once they are matched, 
Jaggy claims they are the finest and 
most loyal of all customers.” 

“All redheads should be handled 
with kid gloves,” Jaggy believes, 
“remembering at all times they are 
not temperamental but just for- 
tunate or unfortunate to have red 
hair.” 

FRED LAZARUS, JR., of the F. & 
R. Lazarus & Co., Columbus, Ohio, 
says: 

“The retailer has a selfish as well 
as patriotic interest in stable prices. 
He makes a fair profit out of repeti- 
tive sale at prices that will attract 
the most customers. High prices 
make consumers angry at the mer- 
chant. The consumer sees only the 
price when he buys an item. He 





does not know that the price in- 
crease took place at primary levels 
long before it became bad news to 
him at the retail counter. 

“The retail industry has a right 


to insist that there shall be no arbi- 
trary or ‘hair-shirt’ curtailment of 
production. As the representative of 
the consumer it is his duty to be 
sure that government overlooks no 
opportunities to get marginal pro- 
duction and that no unnecessary ac- 
cumulation of stock piles is made 
at the expense of the consumer. 
Since government has a vital inter- 
est in keeping consumer morale 
high it should welcome the inter- 
vention of the retailer in such mat- 


ARTHUR LIVERS of Frank Broth- 
ers, New York, national chairman 
for the shoe industry for Bundles 
for Britain, says: 

“Bundles for Britain needs shoes, 
not worn shoes, but odds and ends, 
broken sizes, discontinued models 
or even bad fitting shoes. They 
need them in A, B, C and D widths, 
preferably above size five. They 
will also take galoshes and rubbers. 
All bundles should be sent to Bun. 
dles for Britain, Inc., 112 West 89th 
Street, New York City.” 








SHOES 
REPAIRED 














"You'll get used to her. She always follows her repair jobs right through to the finish.” 





RETAILERS were left out in the cold 
when OPM granted to manufacturers 
and wholesalers an A-10 priority rating 
for maintenance and repair supplies. 

Upshot: A new order, applicable to 
all types of retail stores, and broad 
enough to cover other business estab- 
lishments not specifically included under 
previous orders. 

OPM’s aim: To put retail stores and 
others on a par with wholesalers and 
manufacturers, assuring them of the 
same treatment on necessary repairs to 
store equipment. 

* * # 
Brain trusters in the Treasury Depart- 
ment are pondering over these additional 
anti-inflationary moves: 


10 


(1) Increasing the social security tax 
rate in addition to broadening the base; 
(2) Seeking new tax sources, hopeful 
that the Supreme Court this session will 
pass on the taxability of new stock dis- 
tributed as dividends. 

In the earlier stages of incubation is 
a Treasury proposal to tax stockholders 
of companies on undivided profits. 

* ~ ” 
RECENT reports from the Budget Bu- 
reau shed new light on what the public 
is paying to become “enlightened.” The 
so-called “information services” of eight 
defense agencies are spending $10,000,- 
000 annually and 26 other government 
divisions are functioning at a cost of 


$20,000,000 a year. 


This year’s “take” in building up pub- 
lic intelligence and knocking holes in 
the public purse will add up to $3,118,- 
600 for handling correspondence on in- 
formation, promotion, education and pub- 
licity activities; $375,000 for photo- 
Braphs; $146,200 for lantern slides and 
other lecture materials; and $99,600 for 
preparing posters. 

* * * 

THE Department of Agriculture alone, 
to cite one Department which performs 
only incidental defense functions, was 
expected to spend $11,887,788 during 
the 1941 fiscal year for all educational, 
informational, promotional and publicity 
activities. The job of getting the farmer 
to crack down on soil erosion, to employ 
recommended technique on crop rotation, 
and a score of other aids gives the Agri- 
culture Department the largest contract 
with the public, the firmest grip on the 
public purse. 

All this is leaving out the multifarious 
publicity duties and concomitant expend- 
itures of eight federal defense agencies. 


* * # 
NEEDED: More Living Space. The 


horde of government workers finding 
living quarters scarce in Washington 
can lay some of the blame on the door- 
step of the United States Government 
and the British Purchasing Commission. 
Taken out of circulation by these two 
is a total of 1934 family dwelling units 
in apartments, enough to house a good- 
sized town of 7000 inhabitants. 

Converted also into offices are 570 ho- 
tel rooms and one ballroom. Conventions 
in Washington have been called off for 
the duration. Even an overnight guest 
has to shop arotiid to find a hotel va- 
cancy. 


* - 


Ir the new 14-man joint Congressional 


committee to investigate non-essential 
Federal expenditures turns out to be a 
total loss, it won’t be because of lack of 
material on which to work. The commit- 
tee, created by the Byrd amendment to 
the 1941 tax revenue law, establishes for 
the first time a Congressional watchdog 
of public spending, brings together the 
ranking members of the appropriating 
and tax committees of both houses, the 
Secretary of the Treasury and the di- 
rector of the budget. 

First Job: Seek more details on the 
Budget Bureau’s suggestion that non- 
defense expenditures can be pared from 
one to two million dollars. Easiest Job: 


[TURN TO PAGE 47, PLEASE] 
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IN THE ARMY NOW 

Picture on opposite page— 
Story on page 50 
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by 
ELEANOR M. 
RUTLEDGE 


For early Spring, the suit, 

the fur, the frivolous little 

hat and the smart shoe and 

handbag. The bag shown 

here is in Ginger pigskin. 

leather-lined. from Mark 
Cross. 


& 


\ V ery open vamp and lac- 
ings reaching ankle high 
- + + part of the ghillie, 
\ espadrille, ballet slipper 
trend. Very smart on 

low heel. 


1942 high heel sandal of 
multi - color  strippings, 
with anklet strap, clog 
sole in two tones and 
bulky heel. Note also 
strong revival of cross 
strap on all heel heights. 


Back in the picture the 

sling pump. Shown here 

as a new type of spec- 

tator with closed square 

toe and platform sole. 

Note asymmetric trim- 
ming. 


Sandalized pump with 

open toe, mass perfora- 

tions and petal ornament 

. . « all important style 

points in the Spring 1942 
picture. 


ORIGINALITY and 


NEw Spring lines of women’s shoes reveal a freshness 
and charm that have not been seen for a number of sea- 
sons. Although definite style trends run through all the 
lines, there are many individual interpretations that give 
sparkle and originality to the collections shown recently 
in New York. 

Newest looking and most charming are the sandals. 
They are on all heel heights in many types and treat- 
ments. The cross strap looks especially new. Fine strip- 
pings are very important. The anklet strap crossed over 
the open back and then encircling the ankle has strong 
style endorsement. The broad front strap is another 
leading treatment. Platform and clog soles, low wedges 
and very thick high heels are dominant notes. Here, as 
on every other type in the collections, nail head studs 
are very popular. (See “Classic Revival,” sandal story 
in the Oct. 18 issue.) 

The pump has been No. 1 style for more than two 
years. It continues to occupy that position. More wo- 
men have worn pumps . . . and have been able to wear 











them owing to better fitting and fitting adjustments. 
Round throats, V-throats, square throats, very low slip- 
per fronts; dressy trimmed pumps, tailored pumps, new 
kinds of spectator pumps; pumps on very high heels, 
medium heels and very low heels; closed pumps and 
sling pumps; pumps with platform soles and wedge 
heels; pumps with open toes, walled lasts, round toes, 
square and bump toes; little girl pumps, baby last 
pumps, little boy pumps; pumps in every kind of mate- 
rial and color for every occasion from a sling pump 
of mesh or transparent plastic trimmed with delicate 
leather strippings to the sturdiest of leather closed tail- 
ored pumps. Pumps with square flat tailored bows and 
pumps with bows like fluffy butterflies or rolled brim 
hats. Pumps in calfskin, kid, patent leather, suede and 
reptiles. There seems to have been no end to the in- 
ventiveness of designers when dealing with pumps. 
And all these pump ideas are having full play in the 
Spring lines. Sling pumps? . . . yes, they are back with 
a bang this year. The problem of fit which made them 
the money losers of . . . was it? . . . three years back, has 
been mastered, manufacturers claim. Pumps on plat- 
form soles? Platforms never completely died out. Now 
more manufacturers are making them again in the low 
under-half-an-inch height as well as the thick clog ver- 
sions. Play shoes and beach sandals are what saved 
thick soles during their years of depression. These types 
and a few die-hard manufacturers who saw their possi- 
bilities . . . both comfort and style . . . and set out to 
make them as flexible as the most flexible leather soles. 


DIVERSITY 


MARK WOMEN’S 
SPRING STYLES 


New Inspiration Seen in Collections of 
Women's Spring Shoes. Sandals in All 
Types Strike Fresh Note. Pump Treat- 
ments Are Diversified with the Sling 
Pump Back in the Picture. Very Open or 
Very Closed Is the Dominant Note in All 
Types. Strong Interest in Low Heels and 
Novelty Soles. 
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Rope soles are another growing expression of sole in- 
terest. Real rope soles are stronger than ever for 
Spring. Leather soles bound with a rope edging give 
the same effect for a woman who wants a leather sole 
but a ropey look. 

Heels are claiming more and more attention. The 
variety of heel heights continues with, as you know, vol- 
ume heights at 16/8 or 17/8. There are Dutch heels 
and pyramid heels. Wedges . . . usually modified with 
a scoop except on real play shoes with very low ver- 
sions . . . continue very strong. The very thick heel. . . 
squared in the back . . . centers interest on heels in high 
heel types. Combined with a clog sole this makes a very 
striking shoe with the still-desired bulky look. 

Casual shoes and play shoes . . . the two not to be 
confused . . . are more important than ever. Softness 
and flexibility are their prime assets, as in past seasons. 
Color is, of course, of first importance in these types. 
Here the saddle colors and lighter cream tones are 
smart, as well as the brilliant reds, blues and greens. 

And tailored shoes in polished calf? These are carry- 
ing on through the late Winter, into Spring and Sum- 
mer. They will be very important. High style idea is 
the black polished calf shoe, to replace some of the tan. 
They, too, are soft and flexible in uppers, soles and con- 


‘structions. 







High riding slipon with 
opened-up vamp always 
a best seller. Lattice 
treatment on vamp also 
important new style idea 
on Spring 1942 pumps. 












T 


Another bread and but- 
ter shoe you can’t do 
without. New idea is to 
sell 
colors for the smart 
. woman who needs a lac- 

D ing adjustment. 





it in high style 


Important variation on 
spectator pump on casual 
heel with tip and fox out- 
lined in stitching and 
metal ornaments . . . two 
leading trimming treat- 
ments for Spring. 














Closed toe suit sandal on 
low heel with broad 
front strap, endorsed in 
several versions by high 
style manufacturers for 
Spring. Nail head studs. 



















One corner of the men’s shoe department at Rothschild’s. Since 
this department is located on the eighth floor it is evident that 
business is not built on traffic but on good merchandising 


procedure. 


SO Per Cent of Sales 
At $9 a Pair and Up 


A. M. SMITH 


Manager of the Men’s Shoe Department at 
Maurice L. Rothschild’s, Chicago 


GETTING men up to the eighth floor to buy shoes is 
no problem at the store of Maurice L. Rothschild, men’s 
and women’s clothiers, who operate one of the most 
successful men’s shoe departments in the country. And 
after they get there, men buy quality shoes, for over 
80 per cent of the department’s sales are shoes selling 
for $9 and up. During the past several years shoes in 
the $10 and $10.85 range have increased to five times 
their former sales volume. 
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This is a department which features shoes ranging 
from $5.95 to $21.00, and where three and four pair 
sales of $21 shoes to a single customer are a by no 
means unusual occurrence. Since such results cannot 
possibly come from traffic, they must be due to good 
merchandising. It is interesting to trace the factors 
which have contributed to this steady and continued 
success, as they were outlined in an interview with A. M. 
Smith, department manager. 

First, as pointed out.by Mr. Smith, the department 
has few, if any “walks,” due to the fact that the stock 
is extensive and includes over 300 styles, exclusive of 
sports types and special shoes, and also in addition to 
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How Maurice L. Rothschild, of Chicago, Operating One of the Most Suc- 
cessful Men's Shoe Departments in the Country, Has Increased Volume on 
Men's Better Grade Shoes by Promoting Style, Quality and Fit in Striking 
Ads, Windows, Department Displays. 
' 


slippers which number 100 styles the year round, rang- 
ing in price from $2 to $12. Not only is it thus pos- 
sible practically always to satisfy a customer as to style, 
but fit is regarded as the major point in service. 

This department is also one of the largest advertisers 
of men’s shoes in the city, a program which during the 
season includes five different newspaper advertisements 
a week and at least three a week during the off-season 
period. Each advertisement is devoted to a different 
brand and each specifically mentions price, although 
quality, comfort, fit, and construction details are the 
featured points. , 

An outstanding recent promotion which is an excel- 
lent example of the possibility of building volume men’s 
sales was staged in cooperation with the manufacturer. 
This included a full page advertisement featuring Boot- 
maker Guild shoes and announcing that J. A. Jung, shoe 
specialist, would be in the department for consultation. 
The advertisement was supplemented by special depart- 
mental displays and also a special window which con- 
tained a reproduction of the newspaper advertisement. 
Mr. Smith points out that this type of promotion in- 
cludes advertisement, department display, and window 
treatment, all essential factors in building or maintain- 


ing a successful men’s business, just as they are in the 
women’s business. 

Style also is marked by Mr. Smith as of utmost im- 
portance in merchandising men’s shoes, just as it is in 
women’s. In addition to newspaper advertising the 
firm sends out a considerable amount of direct mail 
literature which always points to style details and also 
stresses the fact that the department’s shoes come from 
the world’s smartest and largest quality stocks. 

“Another feature of this department not often found 
in men’s shoe departments,” Mr. Smith indicated, “is 
a card record system maintained for all customers, 
which serves as a guide in fitting and serving. The card 
file which contains records for more than 60,000 active 
customers gives the name and address of each, the date 
of each sale made, the name of the salesmen, the kind 
and style of shoe, the size and the price. Any merchant 
who has had experience with this type of record system 
and knows its value in the women’s and children’s busi- 
ness, can rest assured that it serves the same purpose in 
the men’s field. Men like personal attention and spe- 
cial service as much if not more than women customers. 
We are also able to accommodate our customers by 

[TURN TO PAGE 47, PLEASE} 


Effective windows which tell the story about construction and quality 

and show a wide selection of styles as well, are important in effective 

men’s merchandising. This window used during a recent special pro- 
motion at Maurice L. Rothschild, Chicago, is an example. 
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JOHN T. BARTLETT 


OUR credit prescription, as 194] 
draws to a close and a National De- 
fense economy emerges, can be sum- 
marized in brief sentences. 

Put on a collection campaign. In 
farming communities and industrial 
towns, consumer income is running 
high. Plan a systematic drive. Get 
out your bad debt lists and check 
each name for present address and 
income status. Schedule all current 
delinquents. Organize a collection 
squad within your store—or hire a 
professional collector, full or part- 
time, for several weeks. 

You'll collect charge-offs which 
yesterday weren’t worth a dime on 
the dollar. You'll bring down to date 
a lot of chronic slow-payers. Doing 
these things, you will not only avoid 
the trend to careless credit which a 
business upsurge always brings— 
you will strengthen your capital posi- 
tion, buttress yourself against an un- 
certain future. Today’s collection 
opportunity is the kind that comes 
once in a generation—perhaps not 
* then. Seize it! 

The Niagara of defense expendi- 
tures qualifies for credit many con- 
sumers not before entitled to it for 
years. A general increase in charge 
accounts is reported to me from 
many states. Using credit skillfully 
to build sales is good business. I have 
advised such a policy repeatedly. 
The charge account and the instal- 
ment contract are two of the greatest 
sales promotion aids ever devised. 

Right now, there is less danger that 
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NATIONAL DEFENSE 
And CREDIT CONTROL 


Number 2 of a Series on 


RETAILING UNDER NATIONAL DEFENSE 


shoe merchants will fail to see the 
promotion opportunity than that, be- 
coming infected with over-optimism, 
they will be inefficient in opening 
and handling accounts. 

There is plenty of business to be 
had; it isn’t necessary to sell mar- 
ginal credit risks. A merchant can 
afford to be more choosey than usual, 
and he should be. His use of the 
credit bureau should be constant. 

National Defense means, for one 
thing, that movement of workers 
from one center to another speeds 
up. Skip danger rises. And protec- 
tion given draftees requires that 
merchants check closely into possible 
service angles. So far, draft-law 
moratoriums have caused very little 
loss to shoe merchants. Simply to 
know that an applicant is earning 
high wages is not enough. During 
industrial booms, over-buying be- 
comes a common disease. 


GETTING a telephone report on a 
mechanic earning $165 a month, a 
western store was told by the bureau, 
very briefly, “No basis for credit.” 
That report seemed, to the manager, 
ridiculous — the sale contemplated 
was only $100, payable $8 a month. 

He called back the bureau, de- 
manded an explanation. He got it, 
in detail. The mechanic had loan 
company, automobile, electric shop, 
radio and rent obligations counting 
to $130 a month—leaving $35 with 
which to feed and clothe a family of 
four, and buy gas and oil. 


-by JOHN T. BARTLETT 
Business Research Specialist 


Accounts opened on the basis of 
new earning power require constant 
inspection. Workers not only get 
jobs—they lose them. The obliga- 
tions picture may be all right when 
an account is opened, but changes 
later, so that the store must aggres- 
sively compete to get its payments. 
Defense workers should be told that 
a new account is strictly on a trial 
basis, that prompt payments are re- 
quired. Good credit management 
calls for low credit limits, and for 
prompt closing of accounts which 
perform poorly. 

We don’t know how long the 
emergency, the present abnormal 
conditions creating high employ- 
ment, will last. If the era proves a 
long one, it is all the more important 
that, from the beginning, we have 
sound policies—educating our wage- 
earner accounts right. If the period 
should terminate with abruptness 
and much dislocation, the desirability 
of having accounts receivable in 
sound shape is obvious. 

For an efficient credit policy, 
establish not one, but a group of 
credit plans. 

Consider that newcomer, the cou- 
pon book. This is sold for $10, $25, 
or other amount, and the customer 
begins to use it right away. The 
price is payable in a series of instal- 
ments. Experience demonstrates 
that the coupon book can be sold, 
with satisfactory results, to cus- 
tomers the store does not wish 

[TURN TO PAGE 38, PLEASE] 
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ADVERTISING TO MAKE GOOD BUSINESS BETTER! 


Fortune Shoes have been advertised since the first pair 





was made. Now, while our business is setting new sales 
records, we plan the largest national magazine 
campaign we have ever scheduled. Your 

Fortune business is good, and we intend to help 
you keep it that way; a policy that 

has made this the largest selling 

line in its grade for 


independent retailers. 


To Retail at $5. Some Styles Higher 


ORTIUNE 


. 2 = (Howes for Wer 
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@ The Fortune Style Forum personally 
supervises the building of Fortune's 
authentic styles. The Forum's "Certified 
Fortune Style" certificate, shown above, 
will be packed with every pair of 
Fortune Shoes. 


® RICHLAND -NASHVILLE+> TENNESSEE 
A pbdpivisto SHOE CORPORATION 





KNOBBY 


PROTECTED BY U. S. DESIGN PAT. NO. 126839 


NOTICE is hereby given that any 
imitation whatsoever, infringing on the 


distinctive grain of this leather, will 
be fully prosecuted by R. NEUMANN & CO. 


KNOBBY /S WIDELY SHOWN IN SOUTHLAND AND SPRING LINES . . 
in these choice colors: Jersey Cream, Buttermilk, Canadian Tan, Victory Tan, 


Old Red, Old Blue, and Old Green. 


R. NEUMANN & CO. 


Fine Leathers Since 1863 


HOBOKEN, N. J. 





Van DeGrift Store in 
New Location 


Los ANGELES, CALIF.—The Van De- 
Grift Shoe Store has moved from its 
present location to 717 West 7th St. 
The move permits the store to have all 
its selling space on the main floor and 
mezzanine, where previously it was 
necessary to have the sporting goods 
specialties on a lower level. 

“This move should increase sales in 
both the sporting goods department and 
the regular shoes,” stated proprietor 
T. R. Van DeGrift. 

For many years this establishment 
has specialized in ski shoes, then gradu- 
ally went into ski clothing, skis and 
allied lines. All these goods were 
housed in a special department termed 
“The Ski Hut.” The new store has a 
much larger and improved “Ski Hut” 
and with the skiing business coming up 
two months ahead of. the usual time, 
due to early October snow in the moun- 
tains, the business outlook for this spe- 
cialty is excellent. 





New Location for Resort Store 


MiaMI, Fia.—A new location has 
been selected by Slater’s Boot Shops, 
Inc., for a third unit. This is a well 
located corner at the intersection of 
N. Miami Avenue and N. W. Third 
Street. Business of this unit was for- 
merly conducted at a less desirable spot. 





Flying Shoe Man 


MARION, IND.— Little did Walter 
Roose dream that the little Indiana 
born Mennonite boy would grow up and 
use aeroplanes for his business trans- 
portation. 





WALTER ROOSE 


Starting this Fall, Mr. Roose will 
complete a flying record of 350,000 pas- 
senger flying miles—almost 2000 hours 
in air travel. He has been in the shoe 
business a great many years and ad- 
mits his best efforts and most resultful 
success has been in the past ten years 
with the help of rapid air transporta- 


tion. He figures he saved at least 7,000 
hours of working time for his firm and 
was able to accomplish what most sales- 
managers have done with an assistant. 

Mr. Roose says the thrill hasn’t left 
him on a single trip. He has had some 
exciting experiences but the greatest he 
says was his trip on a Pan-American 
Clipper to Cuba to visit with Ramon 
Poblet. Soon after this trip the Clip- 
pers were taken over by the Govern- 
ment for transport use between Ameri- 
ca and Iceland to service the United 
States Army. 

The thrill of the air isn’t foreign to 
the Roose family as Mrs. Roose “just 
won’t travel any other way than by 
air.” The older son, Richard, is chief 
of Air Traffic Control of the Southeast- 
ern United States for the Civil Aero- 
nautics Authority and learned to fly in 
1927. The other son, William, is with 
Braniff Airways as sales representative 
and Bill takes his flying like his dad, as 
a passenger. 


Named Manager 


HAZLETON, Pa.— Peter Petroski of 
Wilkes-Barre, Pa., has been named man- 
ager of the Glick Shoe Store, 23 West 
Broad Street, here. 

Petroski has been in the shoe busi- 
ness for the past 13 years, having man- 
aged stores in Lewistown, Berwick and 
Bloomsburg, Pa., before coming to this 
city. 
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The Editor's 






Outlook 





WE stand on the threshold of Tomorrow but continue 
to talk and act as we did Yesterday. With many a mer- 
chant the formula of the depression period continues 
as his policy in business, in spite of the fact that our 
world and we are changing. 

War and defense are the center of all work and think- 
ing; and yet no man in business ceases voluntarily his 
acts of business. In fact, he hopes to accelerate them 
to his own profit in money and gain in prestige. 

Actually we can be said to be in a period of progres- 
sion. Something has jolted every business out of its 
former stride. 

Washington tells you. You don’t tell Washington. 
The difference is not yet apparent but defense is om- 
nipotent—civilian business insignificant in the light of 
the cataclysmic forces. The step taken is actually a 
seven-league boot jump and the majority of us don’t 
realize it as yet. 

We saw merchants buying shoes during Spring Open- 
ing Week just as they bought them during the depres- 
sion period. There might have been the added stimu- 
lant of buying them at the old prices—or with a quarter 
rise thereon—but it was the same old way . . . buying 
in haste and repenting at leisure. 

We saw a merchant buy a thousand pairs of shoes 
that he actually didn’t need, because he was afraid that 
no shoes would ever be made any more. What if he 
did pay a twenty-five cent rise per pair! That only 
represents $250.00 and yet a new run of shoes without 
any particular story or promotional idea or real appeal 
might flop on him and he would find himself with at 
least six hundred pairs on his hands and several thou- 
sand dollars lost forever. 

You might excuse it all by saying he’s a shoe man 
and that perhaps he is right—shortages may be terribly 
acute—if and when. 

We, on the other hand, might say he is a shoe man 
but no business man. It is today very important that 
we have a correct order of things—a business man first 
and a shoe man second. Because the only businesses 
that are going to continue for long are those that are 
in a strong cash position. You can coast on credit for 
a while but there is a tighter, tougher day ahead. 
Remember you can be a business man in a “poppa, 
mamma and,son” store as well as in a store with a 


hundred employees. Things add up the same in both. 
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On the Move 





by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


If ever there was a time for shoe stores to become 
businesses, it’s now—because there is something wrong 
with you and your business if you don’t get the money. 
That’s not saying you'll keep it after taxes and every- 
thing else. But this is the time when money is flowing 
and after the temporary lull that retailing is in at pres- 
ent, the flood gates will be open again and shoes will be 
sold. Maybe not those early Fall shoes you're still car- 
rying—but wantable shoes in their season and in their 
style will move freely. If the shoe is ‘right, it’s a 
“wrap up.” If it’s wrong, it’s your headache. 

Two extremes are dangerous—stale shoes on the one 
hand and “maybe” shoes on the other. Nothing is staler 
than a shoe in the wrong material, in the wrong color, 
in the wrong size. Your carry-over stocks are never 
worth what you think they should bring. Move your 
stock—or it will move you—out! 

It wouldn’t be surprising to see a general change in 
the policies of buying. Remember, this public of ours— 
man, woman and child—is far more alert to what’s new 
and interesting. Many of them have forgotten there is 
such a thing as a poor man’s purse. They want what 
they want when they want it. 

Separate, if you can, your store stock into its natural 
divisions. 

That part which is fashion carries eye appeal and 
sales appeal and if it is fast fashion, it may be subject 
to 50 per cent mark-down in clearance. 

Your classic volume stock that sells and repeats—tre- 
ordered on the same last but a change in materials and 
patterns—may carry an 8 to 15 per cent mark-down. 

Your staple stock, represented by non-mark-down 
shoes have a carry-over power each season and a clear- 
ance factor of 3 to 5 per cent or less. Once you classify 
your shoes and your service, you know what to expect 
in sales as well as mark-downs. Clear when you can— 
the “dump date” is out. 

The idea of a fixed policy by the season and by the 
budget—and the purchase of a season’s shoes at one 
sitting is a carry-over of the depression period thinking. 
Every store must have a margin for chance, for selection 
and for “open to buy,” in a period of progression. A 
business man sees to it that he has what the public wants 
and if it isn’t in the lines carried, he must ask for it—or 
find it. You've got to have what it takes! 
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IT’S CO-ORDINATION 





FROM coast to coast, coordination of shoes with apparel is stressed in big- 
space footwear ads that have recently appeared in newspapers. For example, 
Hahne & Co. of Newark, N. J., pictured eight different types of shoes, with 
costume sketches—career, town, bridge party, informal dinner, cocktail, eve- 
ning, sports, walking, spectator sports—in ad headlined “For want of a 
shoe, the match is lost’—continuing “They must match—The Time, The 
Place, The Costume, The Shoe—to meet New Jersey’s standards of good 
taste. Why spoil your dressy afternoon frock with a spectator sport pump? 
It’s just as much out of place as an evening shoe with a sports dress. Fash- 
ion says—Hahne & Co. says—there is no such thing as ‘one good shoe’ to 
go everywhere. Matching the occasion, the costume and the shoe can be a 
lark. We've added blissful comfort to our intriguing new shoe styles to 
make these a joy to your feet as well as your eye.” 
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From COAST to COAST 


THE STORE FOR MEN 


SURVEY OF CURRENT RETAIL ADS SHOWS HOW ie Coe aD 
SHOES TODAY ARE BEING BOUGHT—AND SOLD— ? 
TO GO WITH CERTAIN COSTUMES OR STYLES OF 

APPAREL. 


The Emporium (San Francisco) presents the “Fall Style Story, told in 

Leathers.” Reptile for Suit Wear—Smartest footnote in this season’s edi- 

tion, the alligator-grained lizard and the alligator and suede combination . . 

happy ending to soft-colored dressmakers to tweed-mixed suits. Smooth 

for Casuals—Our Pony Express tan (high-polishing antique calf) . . . in a 

smooth leather especially smart for your casual fashions. Low to medium 

high heels. Shoe type imperative to a wardrobe. Suedes for five o’clock— 

Romantic chapter in your life: suede pumps, with a tiny look (they are 

such flatterers). Enriched with bows, sparkling patent touches, stitchings. 

You'll end your day in suedes . . . and love it, forever and ever after.” 

Rich’s (Atlanta) combine hats and shoes in a “round-the-clock” presenta- BRITISH SHOES 

tion “for every hour of this new season.” Sorsh Prempe coasideretin 
Veiled Prophets Ball was the occasion for the first of the new evening | poe *8” 

shoe ads in St. Louis. Vandevoort’s sketched [TURN TO PAGE 31, PLEASE] eo aga 
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OTHER PEOPLE’S 


It Sells Shoes! !! 


In the Henshey Department Store, 
Santa Monica, California, clothing 
selesmen really cooperate with the 
shoe department. 

After a suit has been selected by a 
customer, the clothing salesman takes 
the customer to the fitting room for a 
try-on. While the customer is putting 
on the suit, the clothing salesman goes 
to the shoe department, describes the 
suit to shoe buyer Elmer Bazo, who in 
turn picks out a pair of shoes that 
will be just the thing to wear with the 
new suit! 

The clothing salesman then takes 
the shoes and places them before the 
try-on mirror in the clothing depart- 
ment where the customer will be sure 
to see them when he steps before the 


by 


try-on mirror to see how his suit fits. 
This will give him a perfect chance to 
compare the shoes with his new suit 
and the store reports that IT SELLS 
SHOES! 
* * * 
“Fashion-Wise Shoes 
In Our Beautiful 
New Shoe Salon!” 
(Sakowitz Bros., Houston) 


* + 


What's in a Name? 


A Tennessee shoe retailer reports 
that he began experimenting with 
numbers on his window price tags 
several years ago in order to aid his 
customers in explaining which pair 
they wish to try on. 

“Now,” he says, “I have done away 





guiding the sale. 


soon. 





‘ How To Please Customers 


1. Remember a store exists only for customer service. 

2. Address customers by their names. Try to remember their names, 
even though they do not buy from your frequently. 

3. Know all about the goods and services offered. 

4. Know the preferences of regular customers. 

5. Suggest merchandise that is suitable. 

6. Be courteous. Discourteous customers are only tests of selling ability. 

7. Let customers think they are buying even though you are quietly 


8. Don’t press customers to buy, but be alert to possibilities. 
9. Don’t sell the same style to women who are friends. 
10. Speak to the waiting customer—let her know she will be served 


11. Accommodate customer requests if possible. Do not refuse outright. 
12. Be pleasant and agreeable; smile. 








Proven salesmanship from “Better 


a handbook published by The 


Retailing” 
National Cash Register Company. 
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JOHN F. W. 


with the numbering idea and give 
each shoe a name. Nine out of ten 
customers now enter the store and 
ask for the shoe by name. What 
names you use makes very little dif- 
ference, in fact Tom, Dick and Harry 
are as effective as any other and a 
darned sight easier to remember than. 


a number.” 
* * + 


Don’t Be Gypped! 


Retailers beware! Business is good 
and when business is good there is 
more counterfeit money in circulation. 
When business is good, retailers aren't 
so careful in checking every bill, and 
dishonest people will take advantage 
of you. 

Go down and talk to the cashier of 
your local bank. He can tell you how 
to identify counterfeit money. Here 
are a few rules: 

The best way to tell a counterfeit 
bill is to compare it with a regular 
bill of the same denomination. (1) 
Portrait, in counterfeit is dull, smudgy 
or unnaturally white, or background 
is dark and has unnatural lines. (2) 
Seal on counterfeit may have uneven 
sawtooth points. (3) Serial numbers 
may be different styles, poorly print- 
ed, badly spaced and uneven in ap- 
pearance. (4) Genuine bills are print- 
ed on distinctive paper having very 
small red and blue silk threads. 

Ring all coins on a hard surface. 
Genuine coins usually sound clear and 
bell-like, counterfeits sound dull. 
Milled edge on counterfeit coins are 
usually irregular. 

Do not accept a check unless you 
know the payee. You can take a dol- 
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IDEAS 


ANDERSON 


lar bill on its face value but the only 
value of a check is the integrity of 
the bearer. 

If you suspect a counterfeit bill call 
the police and delay the suspect. If 
he leaves too soon, write down a de- 
scription of the person and get the 
license plate number of his car if pos- 
sible. 


* * # 


“this stirring autumn sees an ever- 
increasing vogue for LOW HEELS” 
(Volk, Dallas) 


* * aa 


Recently Overheard . . . 


Salesman—“Have you started to 
do your Christmas shopping as ye 
Customer — “No, Christmas 
practically two months away so ‘ 
guess that I still have plenty of time 

before the rush.” 

Salesman—‘“Seven weeks to be 
exact. Do you remember last year 
when you came in the week before 
Christmas and the job we had to 
complete your gift list of slippers, 
— shoes and play shoes from 

stock of sizes, styles 
an It’s a wonder that we 
did as well considering the rush in 
our store at that time.” 

Customer—“I guess you’re right. 
I know my family’s and relatives’ 
shoe sizes so let’s see what you have 
new this year. Maybe I can get a 
few ideas for practical gifts.” 

Salesman—“Pick ‘em out now 
and we'll mail them later and every- 
body | will be satisfied this Christ- 


mas.” 
.. —.'*} 


“*Dorm’ Delights” 
(Imperial Shoe Store, New Orleans) 
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Window Eye 


Here are a few ideas seen recently 
in New York windows that may be 
of use to you: 


SIGN--ASK ABOUT OUR LAY- 
AWAY PLAN. A SMALL DEPOSIT 
WILL HOLD ANY PAIR OF 
SHOES. 

Background fabric—red and grey 
striped silk—each stripe six inches 
wide. 

Match—-six pairs of walking shoes 
in window—hat, handbag, hosiery to 
match each pair. 

Football Saturday — window com- 
plete with plaid blankets, waterproof 
shoes, fur-lined shoes, heavy gloves, 
flowers, heavy wool socks, banners of 
the home team. 

SIG? 

TAX ON SHOES. 

Background of panelled wood with 
three display alcoves cut in each— 
a pair of shoes in each alcove. 


“Full-Fashioned Fit!” 
(Progue’s, Cincinnati) 


>. 3 = 


Pick a Number 


An effective sales making window 
was recently developed by Bullock’s 
Men’s Shop in Los Angeles, Califor- 
nia. One entire Hill Street window 
was devoted to men’s shoes featured 
on a sloping board background that 
practically filled the window. Painted 
a rich yellow color, twenty of the 
newest shoes in winter browns—at 
prices ranging from $6.95 to $15.00— 
were fastened on the board. Fast- 
ened on the angled board, details 
could be plainly observed. Small 


price and descriptive tickets told the 
story of each shoe. Heading the 
board was the caption: TAKE A 
NUMBER FROM 1 TO 20. Below 
the shoes, the sign read: YOUNG 
MEN’S SHOES FOR FORTY-TWO. 
A card set in the corner of the win- 
dow advised the window shoppers to 
“Pick a number from 1 to 20. You 
can’t miss even if you are blind- 
folded.” 

Manager Fred R. Morgan, Jr., re- 
ports that this window idea really 
stopped the men and sold a lot of 
shoes. (What more do you want.) 


* * # 


“*Shining’ success! our 
‘Stubbie’ spectator 
in antique calf...” 
(Boyd's, St. Louis) 


+ * 


Customers Wanted 


Shoe merchant Les Critzer, 712 
West Sprague Avenue, Spokane, 
Wash., has an interesting and effec- 
tive way of staging a sample shoe 
sale. Using a large ad in the WANT 
AD section of the Spokane news- 
paper, Mr. Critzer headed his ad, as 
follows: 

“WANTED MEN AND BOYS 
To Wear Sizes 6%, 7, 742—Narrow 
and Wide” 

Two. hundred and seventy-five pairs 
were offered for men and boys, includ- 
ing ski boots, golf shoes, flying foot- 
wear and oxfords, and Mr. Critzer 
reports remarkably good response. 











SCM MEPS meses romaue res ran cream 


> 


“tT 











. 


Decusy 


greets the gala season 
with a great collection 
of beauteful 
Winter Party Sly 








nate hesee pte Sew mane 


Fd regahoy 
oS ES 





aS age 
am ieee 





«ile ee eee aaa 














Who said there’d be no evening season this year? New York openings are more glamorous than ever. 


November 8, 194! 





UNUSUAL FLOOR PLAN 
SPEEDS UP SALES 


ALL-FLUORESCENT lighting and an unusual floor 
plan—these are features of Minor’s Shoe Store, just 
opened in its new location at 104 E. Broad Street., Co- 
lumbus, Ohio. The owner is E. H. “Larry” Minor, who 
has another store in Dayton, Ohio. 

The fluorescent lighting gives the store an attractive 
day-time brightness and cheerfulness, without glare. 
There are four double units on the sales floor and a 
double unit in the downstairs office. Each stock booth 
has a single unit and the display windows have four 
double units. 

The floor space is approximately 750 sq. ft. Seven 
stock booths, each 54% ft. deep, lead off from the left 
side of the sales floor. At the rear of the sales floor is 
the wrapping counter, containing shelves for the hosiery 
stock. Behind the counter is the downstairs office. Di- 
rectly above this small office is the business office, where 
records and files are kept. Venetian blinds hide the up- 
stairs office from the sales floor; they add a decorative 
touch and allow for a good circulation of air. Above 
the stock booths is a long room with shelves for non- 
seasonable stock, and reserves in times of peak load. 
This stock room leads to a small store room over the 
entrance. 

The lower part of the walls is plywood paneling, with 
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Interior of Minor’s Shoe Store. The stock booths at the 
left are separated by six full length mirrors. 


Stock Booths, in Full View of the Customer, Save 
Many Steps in New Minor's Shoe Store, Colum- 
bus, Ohio. New Plan Permits Salespeople to Keep 
an Eye on the Selling Floor, and Eliminates Cus- 
tomer Belief that Salesman is Wasting Time in the 


Stockroom—Gives Attractive Appearance, Too. 


a maple veneer finish. Upper walls and ceiling are 
ivory. The carpet has a beige and rust pattern in the 
center, with a plain rust border under the chairs and in 
the stock booths. The 20 chairs are maple, upholstered 
in aqua or old rose, and are placed so the colors alter- 
nate down the row. 

Six mirrors, 714 ft. high, are on the walls between the 
stock booths. [TURN TO PAGE 28, PLEASE] 
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FOLLOW THE CELASTIC LINE 
FOR PAIR PERFECTION 


Wide Range of Materials .in the complete 
Celastic line there are 7 thicknesses of 
material, graded from the light slipper 
weight to the heavy weight used for rugged 
duty footwear. Any type of footwear using 
o@ semi-hard to hard box toe can be made 
with Celastic. 


Accurate Reproduction. With Celastic the 
design of the last is accurately reproduced. 
The delicate modeling of the last maker de- 
signed to produce distinctive character lines 
in the finished shoe is faithfully interpreted 
by Celastic. By being true to the last, shoes 
made with Celastic are trim on the foot. 


~ 


Clean and Comfortable. Because Celastic 
successfully resists the effects of hard usage, 
soakings, strains or sudden changes of tem- 
perature, linings remain fused to the box 
toe, tight and wrinkle-free for the life of the 
shoe. Wearers enjoy the cleanliness of Celas- 
tic, too, for Celastic cannot stain the hose. 
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No Production Delays. Seven Celastic soft- 
ening solutions, each with a different drying 
time, allow the manufacturer to choose the 
one which best suits his production schedule. 
The Celastic Conditioning Machine provides 
the quickest, neatest and most efficient 
method of applying the solution. 


Flexible Tip Lines. There is strength in 
Celastic — strength which eliminates bulk — 
strength which allows a flexible tip line to 
blend smoothly into the lines of the shoe 
and flexibility that means greoter comfort 
for the wearer across the tops of the toes. 


TRADE -MARK 


THE QUALITY 
BOX TOE 


A Single Structural Toe Unit. Lining Box Toe 
and Doubler are fused into a single structural 
toe unit. This rugged three ply structure re- 
sists the effects of heat and moisture, has 
added strength, keeps toe linings from 
sagging. 


Matched Pairs. Where footwear has built- 
in toe chorocter, strength, durability and 
comfort — chances are these shoes were toe- 
fashioned with Celastic. Because such shoes 
meet the high standards of the final factory 
inspection for trim and well-mated appear- 
ance, they are called Matched Pairs. 


Only the Celastic box toe provides all 
these benefits. Available in convenient roll 
form for the manufacturer who cuts his own box 
toes or cut and skived to selected patterns. 


Ask your United Man. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





Unusual Floor Plan Speeds Up Sales 


[CONTINUED FROM PAGE 26] 


The old Minor’s was strictly a salon 
type store, with stock concealed in the 
rear. The present plan is hailed as a 
vast improvement. 

“Of course, the obvious advantage is 
in having the stock close by; it does 
save much time and many steps,” says 
M. F. Tarpey, manager. “But I feel 
there are other advantages, too. 

“In the old store, sometimes all of 
us would be busy back in the stock 
room at once, so that there would be 
no one out on the floor with the custom- 
ers. If several women entered the store 
while we were gone, we’d have no way 
of knowing which one came first. We’d 
have to ask them, or else take a chance 
we were serving them in proper rota- 
tion—and neither method is good 
policy. 

“Now, even though I am busy in a 
stock booth I can keep an eye on the 
front door. When a new customer en- 
ters I can greet her and say, ‘I’ll be 
with you in a moment,’ on my way 
back to the customer I’m serving. And 
this greeting takes practically no extra 
time. 

“Besides, I’ve found some women 
get restless and impatient very soon, 
when the salesman who has been fitting 
them is out of the room. They don’t 
realize it sometimes takes a while to 
find the right shoes—instead, they im- 
agine their fitter is dawdling, or gossip- 
ing with another salesman. They’re 
happier if they can keep track of what 
he is doing, in the stock booths.” 

On the other hand, Minor’s has the 
advantages of the salon type store. It 
avoids the cluttered, spotty appearance 
of many stores where stock shelves line 
the walls. Chairs can be placed against 
the wall instead of having to be in the 
center of the room. This gives a more 
spacious effect. The line of the stock 
booths is broken by the irregular place- 
ment of several fitting chairs and dis- 
play tables. 

Stock is systematically arranged, 
starting in fashion shoes with black 
suede, low to high heels; next, the 
same in brown suede; then other black 
leathers and then brown. Every night 
the store sizes up and draws on the up- 
stairs reserve stock, which means the 
fitters seldom have to make a trip up- 
stairs during the selling day. 

In addition to his front display win- 
dows, Mr. Minor has a big window at 
the rear of the store, where it opens 
onto the lobby of an office building. He 
doesn’t want to miss a good bet; many 
business girls and doctors’ patients 
pass that window every day, and he 
feels it will soon pay for itself. He has 
made it a bay window for additional 
depth—it is 2% ft. deep, 7 ft. high and 
10 ft. long. 

All display windows have floor and 
back panels of plywood covered with a 
coated fabric something like oilcloth. 


The panels are dead-white now, with 
an etched-in diamond pattern, and 
make an effective background for black 
suede. Later the same plywood panels 
can be easily and cheaply covered with 
washable fabric of another shade. Silks 
and art papers can also be used to 
cover the panels, but the coated fabric 
works best. It is tough, fits very 
smoothly and is easy to clean. 

The window fixtures are lucite. The 
store is enthusiastic about them be- 
cause they are very easy to care for, 
flexible in their adaptability to various 
display arrangements and hard to 
break. Window effects can be varied by 
substituting blue glass circles for the 
plain glass ones. 

Mr. Minor had spent exactly five 
years, to the month, in the old location, 
so he synchronized the formal opening 


of the new store with his annual An- 
niversary Discount Sale. Postcards an- 
nouncing the opening were sent to the 
mailing list, with a note that from 
Aug. 21 to Sept. 13, the cards, on pres- 
entation, would be worth $1 toward the 
purchase of any pair of new Fall 
shoes. The new location was also well 
advertised in large newspaper displays 
and spot announcements on the radio. 

Five salespeople are regularly on the 
floor—three of these have additional 
detail duties. Mr. Tarpey has the gen- 
eral overseeing and customer corre- 
spondence; Mr. Minor, Jr., has the 
stock records and banking; Mrs. K. E. 
Willingham the customer index files 
and daily sales records. The system is 
elastic enough so that each of the three 
can take over another’s duties, when it 
is necessary. The other two sales- 
people are Mrs. Carolyn Manessier and 
A. M. Snyder, while Mrs. Geraldine 
Jones and Mrs. Rhea Smith work full- 
time in the office. 





Observes Golden Wedding Anniversary 


44. ea 


Mr. and Mrs. Frank Hedlund, photographed in front of their home in Huntington 
Park, California, on their 50th wedding anniversary. 


Los ANGELES—Frank Hedlund, of 
Huntington Park (Los Angeles sub- 
urb), California, spent nearly 55 years 
with scarcely the loss of a day fitting 
and selling shoes on the retail sales 
floor. In those 55 years he made the 
remarkably fine record of working for 
only four firms. He retired from his 
final job with The Globe Department 
Store, Los Angeles, a year ago. 

This record easily makes Mr. Hed- 
lund the oldest shoe salesman in point 
of service and in minimum of jobs in 
southern California. 

Now Mr. Hedlund has another long 
time record. He has been married for 
fifty years, and he has had one partner 
in the domestic phase of his life through 
that half century. 

In recognition of this anniversary 
165 friends called at Mr. Hedlund’s 


home on Sunday, Sept. 28, to extend 
congratulations to him and his wife. 
The family home is at 2521 Olive Ave- 
nue, Huntington Park. The couple’s 
three children and all grandchildren 
were present for the golden wedding 
supper. 

Mr. Hedlund was married in Fort 
Dodge, Iowa, Sept. 30, 1891. The bride’s 
maiden name was Mary Harper. 

The four retail shoe firms for which 
Mr. Hedlund has worked, an average of 
more than 13 years for each, were A. G. 
Schill, Fort Dodge, Iowa; P. F. Madden, 
Manchester, Iowa; Wolfe Brothers, 
Meligh, Nebraska, and The Globe De- 
partment Store, Los Angeles. In this 
latter position, as buyer most of the 
time, the department increased in vol- 
ume from $8,000 to $125,000 in eleven 
years. 
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UNISHANK 
the depend able way 


The steel shank is correctly posi- 
tioned on the insole with a simple 
and precise grading device. 


The Unishank fibre reinforcer ce ‘ 
is placed between centraliz- 
ing guides. 


Operation of the machine assembles 
each member... insole, steel and 
fibre in correct uniform position 
ready for Unishank moulding. 


A nest of assembled and moulded 
Unishank Insoles illustrating preci- 
sion of Unishank grading. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Whether low heels or high heels—or 
the range between —there’s an accurate 
interpretation in wood of a particular 
need in your Spring line. 

Lasts styled to the mode 


Accurately graded 
Carefully produced 


Consult your nearest 
United Last Company branch 
or the Style Studio, 
Marbridge Building, N. Y. C. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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It’s Co-ordination from Coast to Coast 


[CONTINUED FROM PAGE 23] 


five sandals in gold, silver or gold and 
silver, in ad captioned “Evening shoes 
that mateh your V.P. gown for bril- 
fiance . . . Evening shoes with high 
1eels, low heels, cool-ee soles! Evening 
shoes in gold or silver kid or rayon 
satin! Evening shoes at every price, 
but every pair prepared to sparkle at 
gay St. Louis festivities.” Famous- 
Barr Co. headed their ad, “Glamour 
Afoot! . . . Brilliant slippers that will 
do your V.P. gown proud! Twinkle for 
dancing feet in three exciting new san- 
dals by Sorority House. Glamorous ma- 
terials in your favorite heel height. 


In New Orleans, Imperial Shoe Store 
presents “Party Play Shoes,” suggest- 
ing that “while you’re checking off 
dates for the coming busy season, check 
up on your party shoes .. . In suede 
with gold or silver, they’re for fun with 
a touch of formality . . . while in gold 
and silver combinations, they’re sheer 
drama.” 

“Moire is meant for after five,” says 
Neiman-Marcus (Dallas), calling them 
“the lightest, airiest shoes imaginable 
... created for the young and gay, and 
perfect with every after-five costume 
you own.” Sommer & Kauffman (San 
Francisco) announce “The sandal ap- 
pears for new conquests for twilight 
and after . . . Demi-tasse for your café 
costumes . . . the sandal, most provoca- 
tively alluring fashion in the land, ar- 
rives in a blaze of nail-headed splendor 

. in black magic suede .. . in color 
for drama by day.” 

Pittsburgh Press recently came 
through with a page of twenty shoe 
styles, numbered but not described, 
headlined: “Pittsburgh stores present 
for Fall authentic fashions in the new- 
est shoe styles that feature every inno- 
vation in leathers, fabrics or combina- 
tions,” and invites women who are in- 
terested to call the Pittsburgh Press 
Women’s Service for names of stores 
featuring the shoes. In Minneapolis, 
Vera of the Minneapolis Sunday 
Tribune and Star-Journal features six 
shoes in color with descriptions in a 
page spread captioned: “The right 
shoes when and where.” Here also the 
invitation to call the paper for infor- 
mation is used. 

Reptiles, and reptile grains, suedes and 
heel heights break about even in the 
attention given them in these recent 
ads. Another interesting angle is espe- 
cially noticeable—all three groups 
come from as far south as New Orleans, 
and riorth to Buffalo. Many of us have 
some sort of a notion that there is con- 
siderable difference between the pref- 
erences and promotions between vari- 
ous sections of the country. And there 
is, to some degree, at Southern and 
California resort time. But even then 
stores in other sections give quite a 
little attention to warm climate foot- 
wear. In’ other types—the general 
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groups—ad reviews reveal close par- 
allels in timing clear across the 
country. 

In Indianapolis, L. S. Ayres & Co. 
features “Alligator Urbanites—groomed 
shoes, done with polished perfection by 
the talented young American designer 
who understands town clothes, and de- 
signs his footwear accordingly. In 
satin-soft baby alligator, sometimes al- 
lied with suede, the age with grace and 
charm, have the beauty of all good 
things that last.” In Dallas, Sanger 
Brothers call them “treasures today— 
they’re so rare—these deep-toned gen- 
uine alligators—soft mellow and lux- 
urious.” Thompson - Boland - Lee (At- 
lanta) firmly believes that “if you ever 
wear a pair of these wonderful shoes 
(black alligator lizard) you will find 
them as important and exciting as a 
new vitamin or ballad swing.” Fyfe’s 
(Detroit) have the interesting sugges- 
tion: “Protected at toe and heel by 
alligator-grain calf, this brown (or 
black) suede tie is an ideal Fall shoe 
that will later prove immune to galosh 
rub. (Horrible thought! But it is wise 
to look ahead.)” 

Of their suede3, Joske’s (San Antonio) 
say: “You can feel lightfooted as a 
ballerina in these new suede shoes. Airy 
as a feather, pretty as a trinket. Smart 
as all the young career girls who wear 
them. Footwear that helps you to look 
like a million on a midget allowance.” 
In Dallas, Volk says: “Step softly in 
suede—stocking light and stocking soft 
against your foot—yours in flattering, 
young Volk shoes to whirl you smartly 
through every hour of the day.” 

In another ad this same store fea- 
tures “Zephyr suede—for molded-to- 
the-foot perfection—for flawless soft- 
silhouette company. . .” Battey’s 
(Hartford) claim: “Youth must have 
its suedes .. . suede has a way with 
youth . . . be it black, brown or wine 
shades. You may choose from scores 
of styles that are ready for business, 
tailored or dress wear.” Other stores 
feature suede for dress-up time. Mar- 
shall Field & Co. (Chicago) offers 
“Jewel-black suedes—pretty enough for 
a party ... glistening new pumps with 
your favorite pencil-slim heels, prized 
high arches.” Sibley, Lindsay & Curr 
Co. (Rochester) suggests: “When it’s 
a pretty foot you want to have, to 
match your frankly pretty date dresses, 
your softly detailed wools, see the won- 
derful collection, closed or open-toed, 
with bows, stitchings, inserts; try them, 
see how pretty your foot can be.” 
Roos Bros. (San Francisco) call them: 
“Five o’clock shoes in black suede .. . 
three little charmers to wear when the 
day’s work is done . . . for fun and 
frolic after five. Impish high heels and 
lines of flattery put all the emphasis 
on frivolity. You'll wear them with 

[TURN TO PAGE 36, PLEASE] 











Doing A Good Job 
For Health Spot Shoes 


Maude Riley 
OF THE 


HEALTH SPOT SHOE SHOP 
206 MAIN STREET 
EVANSVILLE, INDIANA 


Hard work and enthusiasm for 
Health Spot Shoes, have proved 
to be a winning combination for 
Miss Riley. 


Her genuine sincerity and na- 
tural selling ability are helping 
to build a steadily growing list 
of satisfied customers for the 
Health Spot Shoe Shop in 
Evansville. 


In addition to enjoying a profit- 
able experience, Miss Riley is 
extremely happy in her work of 
accomplishing satisfactory re- 
sults for her customers. 


Many others are having the 
same enjoyable experience, and 
as the demand for foot comfort 
and Health Spot Shoes grows, 
new and greater opportunities 
are offered. 


MEN WANTED 


No investment is required to 
operate a Health Spot Shoe 
Shop. Income is derived from a 
weekly salary and a liberal 
share of the operating profits. 
Men with many years’ ortho- 
pedic retail shoe experience are 
finding success in Health Spot 
Shoe Shops. 


Send for an application blank 
today if this profit-sharing plan 
appeals to you. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











Manufacturers! Retailers! 


* YOU CAN CASH IN ON THIS SURVEY 


Shoe Buyers in 

13 Principal U. S. Cities* Say 
An Added Sales Feature 
Would Help Them Most 





Question! 


Which of these things a shoe manufacturer Here are the first choices of 241 store buyers. 
might give you, would help you most? 98 wanted “added sales feature.” 





Better Stock Control Systems Ae ae fe 
Better Sales Manuals for Clerks 
An Added Sales Feature in the Shoe oon 
Better Display Material 

Better Material for Mailing to Customers 
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E-W FIBRE-SORTING Years of experie.:ce enable 
GIVES YOU AN EXTRA SALES POINT . England Walton sorters to 


At last, authentic market research enables both <a match soles accurately, telling 
manufacturers and retailers to give their custom- op at a glance what part of the 
ers what they*want. And first of all, shoe buyers AY hide they were cut from. This 
agree, an added sales feature in the shoe would > ace means even flexibility, even 
help most. England Walton Fibre-Sorted Soles arch support, even strength— 


have just that — an extra sales point! And they in addition to England Walton’s dependable 
cost no more! texture, firmness and finish. Manufacturers— get 


in touch with England-Walton—today! Retailers 
MANUFACTURERS SAY E-W FIBRE-SORTING — demand fibre-sorted soles for easier sales! 
SAVES TIME SOLING AND SELLING 


“It saves us an hour a day in the sole room. E-W 
soles are always identically matched in fibre struc- 
ture before we get them.” England Walton Division A. C. Lawrence Leather Co. 


ae : . Boston, Camden, Peabody, New York, St. Louis, Columbus, 
If soles wear more evenly, shoes will keep their Milweuhen, Los Angeles, San Preacieco, Ashland, K9., 


shape — and that’s a good talking point.” Newport, Tenn., Hazelwood, N. C. 
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QUICKER TO SOLE... EASIER. TO SELL 
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Prices Unchanged on New Army Shoe Orders 





Contracts Announced for Footwear, Garrison Shoe Lasts and 
Laces Valued at Approximately $3,250,000 


Boston, Mass.—Contracts have been 
awarded for army service shoes, shoe 
laces and lasts for garrison shoes with 
a dollar value of approxiately $3,250,- 
000, it has been announced at the local 
Quartermaster Depot of the United 
States Army. With the exception of 
the order for about 2,000,000 pairs of 
shoe laces, all orders were placed as the 
result of negotiations, which method of 
buying seems to have supplanted the 
older method of open competitive bid- 
ding. (See Page 40.) Prices on all items 
are practically unchanged. 

Included in the awards, in addition 
to the shoe laces, are 525,000 pairs of 
leather-soled service shoes, with a dol- 
lar value of $1,886,518.75; 375,000 pairs 
of composition-soled service shoes, val- 
ued at $1,299,812.50; and 10,000 pairs 
of lasts, with a total value of $16,710. 
Awards are as follows: 

Leather-soled shoes—J. F. McElwain 
Co., 45,000 pairs at $3.47 per pair; 
Endicott-Johnson Corporation, 56,250 at 
$3.54; International Shoe Co., 131,250 
at $3.58; A. R. Hyde & Sons Co., 50,000 
at $3.625; Doyle Shoe Co., 31,250 at 
$3.625; Ansin Shoe Mfg. Co., 36,250 at 
$3.63; Brown Shoe Co., 125,000 at 
$3.63; and General Shoe Corporation, 
50,000 at $3.63. These prices are prac- 
tically unchanged from those at which 
orders were let in mid-September. 

Composition-soled shoes — Endicott- 
Johnson Corporation, 56,250 pairs at 
$3.42; International Shoe Co., 118,750 
at $3.46; Charles A. Eaton Co., 125,000 
at $3.475; Allen-Squire Co., 31,250 at 
$3.49; and A. R. Hyde & Sons Co., 43,- 
750 at $3.50. In mid-September con- 
tracts were awarded at prices ranging 
from $3.39 to $3.50—also little changed 
from the ones listed here. 
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Garrison Shoe Lasts—Daetsch & 
Woodard (Brooklyn, N. Y.), 1000 pairs 
at $1.65; Western Last Co., 1000 at 
$1.65; Daetsch & Woodard (Lynn, 
Mass.) 1000 at $1.65; and the follow- 
ing companies, 1000 each at 1.68 cents 
per pair: Vulcan Corporation (Brock- 
ton, Mass.), United Last Co. (Auburn, 
Me.), Vulcan Corporation (Portsmouth, 
O.), United Last Co. (Lawrence, 
Mass.), Schelter & Taylor, McNichol 
& Taylor, and Morton Last Co. 

Shoe Laces (Service Shoes)—Glen- 
cairn Mfg. Co., 201,600 at 2 cents per 
pair; International Braid Co., 501,120 
at 2.01 cents and 60,480 at 2.08 cents; 
Small Bros. Mfg. Co., 100,800 at 2.02 
cents; Providence Braid Co., 201,600 at 
2.02 cents and 100,800 at 2.07 cents; 
Diamond Braiding Mills, 144,000 at 2.03 
cents; Shoe Lace Co., 302,400 at 2.03 
cents; Conrad Mfg. Co., 144,000 at 
2.049 cents; General Shoe Lace Co., 
144,000 at 2.05 cents; Chandler Oil 
Cloth and Buckram Co., 100,800 at 2.06 
cents. 


Cowen to Open 
Lincoln Road Branch 


MiaM!I BEACH, FLA. — Cowen-Bulbin 
Shoe Stores, Inc., of Miami, is plan- 
ning to open a branch at 822 Lincoln 
Road, that famous shopping center 
where Summer styles are offered “Five 
months ahead of the nation.” This is 
the copyrighted slogan of the Cowen 
shoe stores. Approximately $10,000 
will be spent on equipment and fur- 
nishings, according to M. L. Cowen, 
president. The store front is to be of 
white marble trimmed in _ polished 
bronze. Bleached walnut will be used 
for fixtures. 


SATURDAY e 
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New Colonial Salesman 


Boston, Mass. — Colonial Tanning 
Company have announced that Edward 
J. Hennesey will assume new duties as 
a member of the New England sales 
staff. 


EDWARD J. HENNESEY 


Mr. Hennesey has had a long associa- 
tion with the patent leather industry, 
having spent thirteen years with the 
well known Bristol Patent Leather 
Company, and nearly nine years with 
the Colonial Tanning Company in 
charge of sorting and shipping. 


Expand Juvenile Store 


SEATTLE, WASH. — J. Edward Foote 
and L. Ruben Wallen are expanding 
their Junior Boot Shop, which special- 
izes in correct fitting of children’s shoes, 
and better class footwear for youngsters 
at 515 Olive Way. They have cut 
through the adjoining store to double 
their present space. 
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ALABAMA 


M. M. DeShields, manager of the shoe 
department of Alex Rice department 
store, Montgomery, was elected vice- 
president of the Montgomery County 
Sportsmen’s Association at the annual 
Fall banquet. N. Rubin, manager of 
Rrbin’s shoe store, was elected to the 
board of directors. 


GEORGIA 


Claude Swinney, of the General Shoe 
Corporation, spoke on “A Successful 
Business Experiment” at a recent meet- 
ing of the Century Club at The Tavern, 
Atlanta. He explained the sociological 
and psychological features of a new 
manufacturing plant experiment he con- 
ducted for the corporation near Law- 
renceville, Ga. 


IOWA 


It took Catharine Swain, of Younkers 
shoe department, Des Moines, only a 
few weeks to find out that: 1. Her 
favorite type of customer is someone 
going to spend a year in India, and 
2. The number of shoes a woman will 
buy for a year’s supply is nine pairs. 

CUSTOMER No. 1 (so far as Miss 
Swain is concerned) sauntered into the 
department, was waited on by Miss 
Swain and started by buying two pairs 
of low-heeled walking shoes. Then she 
asked to see play shoes, then evening 
slippers, and before she left the depart- 
ment had bought nine pairs of shoes to 
tide her over for a year’s stay in India. 

All of the shoes except the evening 
slippers were low heeled and because of 
the climatic conditions of India, all of 
the shoes she selected were of fabric 
rather than leather. 


* * * 


Matt Hammes, operator of the Ham- 
mes Shoe Store at Pocahontas, Iowa, 
is planning to open a chick hatchery 
some time soon according to recent an- 
nouncement in a local paper. 


* *x * 


The first showing of Spring shoes in 
Iowa was held at the show Nov. 2 
to 4, at the Hotel Chamberlain, spon- 
sored by the Iowa Shoe Travelers’ Asso- 
ciation. 

On Monday, November 3, retailers 
met at a noonday luncheon and dis- 
cussed plan of perfecting a permanent 
organization of state retailers. L. J. 
Kelly, of Carroll, Iowa, was in charge 
of the meeting. 


MISSOURI 


Miss Emma Helen Miller, attractive 
secretary to Al Pauly, buyer of shoes 
at Stix, Baer and Fuller, St. Louis, has 
been made handbag and hosiery buyer 
of the second floor shoe department. 
. .. Sam Lake, who was until recently 
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with Wohl Shoe Company in St. Louis, 
has returned to the post he held before 
going to Wohl’s, that of assistant to 
Morris Rudolph, buyer of shoes in Stix, 
Baer and Fuller’s downstairs store. ... 
Joseph Katzif, veteran salesman for 
Johnson-Steven’s and Rand Shoe Co., is 
recuperating at home in St. Louis after 
his recent operation. . . . The reason for 
the big grin on the face of Louis Heller, 
genial buyer of Paragon Shoes at 
Famous-Barr Co., is the recent arrival 
of a baby daughter, Bonnie Rita. 


NEBRASKA 


Steve Fuccio, assistant manager of 
the Virginia Dare shoe department, 
Omaha, has returned to that city after 
a brief trip through the eastern United 
States. 


NEW YORK 


Major Alwyn L. Gunberts, of Roch- 
ester, who is chief of the clothing issue 
section 1222nd Reception Center, Camp 
Upton, reports that the average selectee 


wears a 9% D shoe. But the excep- 
tions make a lot of extra work among 
the 55,000 newly inducted soldiers 
processed there. 

To illustrate, there was a 200 Ib. 
6 ft. 6 in. giant who required a 16% 
shoe—and it was supplied. Another 
youth called for a size 4-C shoe and he 
was likewise fitted. 


OREGON 


Newly popularized in their downtown 
shoe department is a special vapor 
spray process by which Lipman Wolfe 
& Co., large outlets for footwear and 
clothing in Portland, has developed for 
the re-dressing of suede shoes of their 
women customers. 


TEXAS 


W. P. Sterrett, manager of W. L. 
Douglas Shoe Co., Dallas, is a bowler 
in first place and after that he strings 
along with any kind of sport. This 
concern is running some snappy car- 
toon ads in Southern Methodist Uni- 
versity’s “Campus.” . . . Horace Wil- 
loughy, manager of the shoe depart- 
ment of Dreyfus & Son, Dallas, is a 
conscientious shoe fitter. “Recently one 
of my friends,” he said, “brought in a 

[TURN TO PAGE 36, PLEASE] 





Calf Tanner Shows Spring Colors 


Pullovers of new Spring leathers were coordinated with leading Spring colors in 
ready-to-wear fabrics and accessories in the exhibit of the Ohio Leather Co. 


New YorK—A complete color coordi- 
nation story for Spring was again told 
by the Ohio Leather Company last week 
in a display at the Hotel Vanderbilt. 
Leading Spring colors in ready-to-wear 
fabrics were shown with the correct 
shoe and accessory colors displayed be- 
side them. The exhibit had been plan- 
ned and assembled, as in past seasons, 
by Miss Doris Beechman, style author- 
ity of the Ohio Leather Co., and had 
already been shown in key cities through 
the West as far as the Coast. The ob- 
ject of the display was to give a prac- 


tical demonstration to the retailers that 
the basic Spring leather colors covered 
every need for correct coordination 
with leading style colors in Spring 
clothes. 

Style ideas for Spring and Summer 
shoes noted by George H. Mealley, of 
the Ohio Leather Co., and Miss Beech- 
man were natural linen trimmed with 
dark brown, white trimmed with Golden 
Tobacco and with black reptile grain. 
Black calf was suggested as a new 
style idea to replace tan for wear with 
Spring pastels and naturals. 
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Popular New York Shoe Model 


Miss Mary Elliott, Styl-Eez shoe model, is one of 
the leading shoe models of the city, combining a perfect 
foot and ankle (which after all are all that shoe men 
chould be interested in) with a face and figure that 


rates a few superlatives. 


Introducing Miss Elliott, now a permanent fixture at 
the Selby showrooms. We'll bet that a lot of ac- 
counts won't wait for the salesman to call anymore. 


Miss Elliott was born in Gaffney, S. C., and her first 
position was with Paramount Pictures on the Coast. 
She attended South Carolina’s Azalea Festival and won 
the title of Miss South Carolina and Queen of the 
Azalea Festival. 

She went to Washington as guest of the city and 
Mrs. Roosevelt gave a tea in her honor. As a guest of 
the Cherry Blossom Festival, she was also tendered a 


luncheon in the Capitol Building in the Speaker’s Dining - 


Room. 

Among her interesting experiences in the capital was 
her trip through the Treasury Department during which 
time she held the mere sum of $121,000,000 in her arms. 
(We don’t know why but she just held it that’s all, which 
is perhaps the closest a whole lot of us will ever come 
to it.) ” 

She was understudy to Miss Betty Grable in “Du 
Barry Was a Lady” (and if you. know Betty that job 
called for something besides acting ability). She is 
now one of the famous and popular Harry Conover 
models. 

If you remember, the Selby Shoe Company was in- 
strumental in starting another model on a film career. 
Miss Brenda Joyce, now a well known star, was spotted 
in a Selby ad in Life and thereby given her “chance.” 
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That’s What Thousands 
of Users Say About 


— el 


\ FLUORESCENT 
LIGHTING 
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GUTH Fluorescent is truly “Your ONE BEST 
Fluorescent Buy”. Scientifically engineered to the 
peak of performance efficiency — designed for 
streamlined beauty-——backed by 39 years of light- 
ing experience—our Fixtures give you the utmost 
in cool, comfortable, economical Fluorescent Light. 


GUTH FUTURLITER (above) and the GUTH 
Excelux illustrated below, are only two of dozens 
of beautiful, modern, amazingly efficient units de- 
signed for Offices and Stores. 


GUTH Fluorescent 
Fixtures are Built 
STRONGER to Serve 
Longer! 


P-F-C Plastic Ditfusor 


Add beauty and comfort 
to Fluorescent Lighting. 
Snap GUTH P-F-C’s on 
bare lamps to reduce sur- 
face brightness. 


THE EDWIN F. GUTH COMPANY tf 
2615 Washington Ave., St. Louis, Mo. 





This famous Polish, the choice of 
discriminating Englishmen for over 
50 years, is now available through- 
out the U.S.A. Your customers will 
appreciate the distinctive smartness 
and brilliant finish which WREN’s 
gives to Shoes as well as the unique 
leather-preserving properties of this 
fine Product. 
Supplies can be obtained from the fol- 
fowing Distributors: 
WEST COAST: The Macpherson Leather Co., 
250 So. Spring Street, LOS ANGELES, Cali- 
fornia. 
MIDDLE WEST: Mandus, Nelson & Co., 
223-225 West Lake St., Chicago, Ill. 


NEW YORK CITY and environs: The Majestic 
Leather Co., 308 Bowery, New York. 


WREN’S \ 
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man who was suffering with his feet. 
After fitting him, we recalled that he 
was a former customer. I looked up 
my record and found that I had fitted 
him in the same size and last. He 
should be permanent this time.” .. . 
Ernest Whiddon, son of D. G. Whiddon, 
owner of Whiddon’s, Dallas, is now in 
the U. S. Coast Guard, aboard the 
U. S. S. North Star. He has been in 
both Greenland and Iceland recently. 
His letters contain much about the 
geography of the islands and not much 
else says his father. 


WISCONSIN 


Sears, Roebuck & Company’s enlarged 
south side department store, modernized 
at a cost of over $100,000, has a shoe 
department on its first floor said to be 
among the finest in Milwaukee. 
Frederick E. Rueping, vice-president of 
the Rueping Leather Co., Fond du Lac, 
has been elected vice-president of the 
Association of Commerce in that city. 

- Andrew Seeber, who quietly ob- 
served his 80th birthday anniversary 
Oct. 19, still goes to work daily at the 
Copeland & Ryder Shoe Co. in Jeffer- 
son, where he has been employed as a 
leather cutter for 63 years. ... Donald 
R. Hold has purchased Oscar Rivkin’s 
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interest in the Quality Shoe and Slipper 
Co. and has changed the name to the 
Holt Shoe Co. Holt is now president 
of the Oconto firm, which manufac- 
tures sport shoes and various kinds of 
slippers. .. . The Waterloo plant of the 
Mid-States Shoe Co. is now employing 
the largest number of persons since its 
opening about a year ago. ... Death on 
Oct. 16 claimed Arthur A. Page, form- 
er secretary-treasurer of the Racine 
Shoe Manufacturing Co. Mr. Page is 
survived by his widow, two daughters, 
his mother and a brother. 





Retires from Active Work 


MILWAUKEE, WIis.— Harry J. Fitts, 
who has been a member of the Board 
of Directors of the Weyenberg Shoe 
Mfg. Company since 1923, has just re- 
tired after spending fifty years in the 
shoe business. During that time he has 
held practically every conceivable posi- 
tion in the business and has become 
well known to the trade throughout the 
Middle West and on Pacific coast. 


HARRY J. FITTS 


He started in the shoe business with 
Rindge, Bertsch & Company, of Grand 
Rapids, Mich., in 1891, that firm later 
becoming Rindge, Kalmbach, Logie & 
Company. In the 21 years he remained 
with that firm he held every possible 
kind of a position in the factory and the 
wholesale house and spent about half 
that time traveling for them in Michi- 
gan, Wisconsin and the Pacific North- 
west. 

In 1912 Mr. Fitts became associated 
with the Weyenberg Shoe Mfg. Co. He 
traveled with his firm for nine years 
in Indiana and was then sent to Port- 
land, Oregon, to manage the new Port- 
land branch in 1921. He remained the 
head of that branch until 1939 when 
he moved to Los Angeles and took over 
certain phases of the business involving 
the west coast states. 

Although. retiring from active duty 
he will remain a member of the board. 

In commenting on the shoe business 
Mr. Fitts says, “I have a very kindly 
feeling for the shoe business. It has 
treated me well and as long as I shall 
live, I will feel I am very fortunate in 
having been associated with men whom 


A 800K EVERVONE 
SELLING ST. LOWS 
SHOULD HAVE! 


essential market data 
Never before, in one pocket- 
size book, so much up-to-date, 
helpful market data on St. Louis. 
Gives you actual comparisons 
between St. Louis and other 
principal we with which 
ao are 


-four 
cation Se wis ey on retail, 
poorer and manufacturing 
businesses. A must for anyone 
selling St. Louis. 
Write on your business letter- 
head for your free copy today. 
Address: THotel pm ol 827 
Washington Blvd. )St.Louis,Mo. 
P.S. You'll really enjoy a stop at Hotel Lennox. 
Nationally famous for friendly, efficient hospi- 
tality, good food and real comfort. And down- 
sown St. Louis is right at your doorstep! 
Over 50% of rooms, Pacartertn or less, single 
$5.00 or 


Thennox ... 


it was a pleasure and inspiration to 
work with. Now I am going to enjoy 
watching young men do the work. I 
wish them luck, and hope they get as 
much joy out of their work as I did.” 








Cohen in South with New Line 


Los ANGELES, CaL.—R. Cohen is 
now convering the South, Southwest 
and the Denver-West territory for Jan- 
sen Bros. line of Hollywood Scampers. 


It’s Co-ordination 
From Coast to Coast 
[CONTINUED FROM PAGE'S1] 


crisp black faille, with sequin-studded 
short dinner dress.” 

A glance through the quotes above 
will reveal the importance to the co- 
ordination angle in today’s shoe adver- 
tising. That women buy shoes to “go 
with” certain costumes or types of 
clothes has been talked about for a 
long time, but now shoe men must know 
apparel styles, and “put the shoe in its 
place,” both in advertising, display and 
selling. 
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PULLOVER BY 
MERI MILLER 


GREEN is an invigorating color. 
GREEN is a go-with-everything. 
GREEN is a casual, town, evening color. 


For Resort, Spring . . . GREEN is! 


Standard Division’s 
EMERALD GREEN DOESKIN 
is No. 768 





the buckle, however. 


on this heavy masculine shoe. 


seen our % inch No. 6134 Buckle? 
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How strong is YOUR NEW LINE? 


NLESS you’ve got one or more good jodhpur 
styles, it’s not as strong as it might be, For 
leading men’s stores report that this military-type, 
comfortable shoe is in for its best selling season. 
So plan one or more jodhpurtype shoes. The 
design is simple and easy to make. There’s this about 
Use cast or sheet metal, as 
you please, but be sure that the buckle is sturdy 
enough and big enough to wear well and look right 


To get the right kind of buckle for your jodhpurs, 
write North & Judd for samples today. 


NORTH & JUDD MFG. CO. 


NEW BRITAIN, CONNECTICUT 
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Comfort and Wear from 


Your Shoes... 
IF you Re-heel Them with 


Very Thin Tuffie Heels 


The irritation of poor heel lifts that quickly wear 
down at the corners, that wear down to nails that 
scratch floors, that 
them unsightly — 
shoes a black eye with her. 
See that she gets I-T-S Tuffies — very 
smart; long level wearing; molded-on fibre backs 
that don’t disturb heel covers; sunken nails that 
can’t scratch floors. Specify I-T-S 
ur Own or contract 
eep her a happy re- 
peat customer, contributing to your 
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National Defense 
And Credit Control 


[CONTINUED FROM PAGE 16] 


(wisely) to open charge accounts for. 
There is an automatic credit limit. 
Consumers have been educated to meet 
instalment obligations promptly; and 
the majority take pride in meeting 
coupon book payments when due. 

Charge accounts should be sub-di- 
vided into groups by credit limits and 
payment dates. From the office stand- 
point, monthly credit is to be preferred 
to weekly, or twice-a-month, accounts. 
But payday conditions, and type of 
customer, may favor short credit, coin- 
ciding with checks. 

Credit-in-reverse —lay-away plans, 
advance payments being made at in- 
tervals—have great possibilities. 

Split-payment accounts— not once, 
but two, three, or perhaps four, pay- 
ments for the large purchase—have 
been found an improvement on 30-day, 
big-amount purchases which, common 
sense tells, most customers will be un- 
able to handle in one payment. 

Every shoe store may occasionally 
apply this principle to advantage. 

Federal-regulated instalment credit 
is something new in retailing. General- 
ly speaking, credit men and merchants 
regard the limitations on length and 
minimum-down payment as construc- 
tive. The government’s purpose is to 
reduce purchases. The practical mer- 
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chant knows that restriction will 
eliminate a lot of the wild terms-selling 
of the past and tend to make a larger 
portion of consumer income available 
for purchase of clothing and shoes. 

Unfortunately, some long-terms-sell- 
ing, proved by experience to be thor- 
oughly sound, will be taboo. 

There are opportunities, as the ad- 
ministration realizes, for store and cus- 
tomer to have side agreements (cover- 
ing which there are heavy penalties). 
Business observers know that the gov- 
ernment can count on the overwhelm- 
ing majority of merchants to abide by 
the spirit, as well as the letter, of the 
order. We must insist, however, that 
in practical and deserving cases which 
will arise, the government have a realis- 
tic and understanding attitude. 

Retail trade, too, should take the 
position that, as soon as the emergency 
ends, government instalment control 
(which later in the emergency may be 
broadened to enclose other retail credit) 
shall be lifted—for the very good rea- 
son that we cannot trust many of the 
officials in places of power. It would be 
easy for government control of credit 
to grow until there was complete bu- 
reaucratic domination. The power 
could be used to destroy business. 

In an emergency, American retailers 
will submit to arbitrary regulation, 
with that patriotism which they have 
always demonstrated. They insist, how- 
ever, that when the emergency passes, 
there be a return to democratic process. 
(All rights reserved—Bartlett Service) 


Named West Coast 
Sales Manager 


Los ANGELES, CAL.—M. Levinson is 
now sales manager for the shoe divi- 
sion of Latex, Inc., of California, 1133 
Venice Blvd., this city. Latex, Inc., are 
distributors and converters of Goodyear 
Tire and Rubber Co.’s Airfoam. 

A line of beach, bathroom and house 
wear novelties made with Latex is be- 
ing offered the retail shoe trade. 

At present sales are being handled 
by M. Levinson for the Chicago-West 
part of the country, with headquarters 
here, while his brother, i. Levinson, will 
look after sales in the rest of the coun- 
try from his office at 225 W. 34th St., 
New York City. 


Marran New Butler 


Merchandise Manager 


ATLANTA, Ga—C. Charles Marran, 
formerly associated with an eastern 
shoe chain, has recently become associ- 
ated with Butler’s, Inc., a large south- 
ern shoe chain, in the capacity of 
merchandising manager. Mr. Marran 
has had fifteen years of experience in 
merchandising, both in Chicago and 
Boston, specializing in women’s novelty 
shoes. 

Butler’s, Inc., operates a chain of 
women’s retail shoe stores from Miami, 
Florida to Riehmond, Virginia, main- 
taining their offices and warehouse in 
Atlanta. 
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General Shoe Concludes 


Annual Sales Meetings 


NASHVILLE, TENN. — Eighty-seven 
sales representatives of the Jarman, 
Richland-Davidson, and K.B.S. divisions 
of General Shoe are now in their terri- 
tories following a series of annual 
meetings at the home office in Nash- 
ville. Their sample cases packed with 
brand new styles for Spring, the sales- 
men departed with a note of optimism 
over prospects for the Spring and Sum- 
mer selling season. 

The K.B.S. meeting was presided 
over by Sales Manager L. D. Scott. 
Highlight of the day was the presenta- 
tion by Style Manager H. D. Vaughn 
of the new samples in the three K.B.S. 
lines—Kingston dress shoes for men, 
Skyrider and Excelsior shoes for boys, 
and Statler service shoes for men and 
boys. Most of the afternoon was de- 
voted to general instructions and a pre- 
view of the Skyrider national adver- 
tising and merchandising program for 
Spring. The meeting was concluded 
with a banquet at the Hermitage Hotel 
where E. T. Bumpous, vice-president 
and general sales manager, presided 
and introduced the various officers. 

The Richland-Davidson meeting, with 
Sales Manager Tom Fuqua in charge, 
had thirty representatives present. 
President W. M. Jarman and Vice- 
President E. T. Bumpous were the main 
speakers in the afternoon, followed 
by the presentation of the new Fortune 
and Davidson samples by Style Man- 
ager H. D. Vaughn. Highlight of the 
annual banquet in the evening was the 
awarding of special achievement prizes 
and service pins. At the advertising 
and merchandising session, Advertising 
Manager Steve McGaw announced plans 
for an increased schedule of national 
advertising for Fortune Shoes. Fortune 
advertising will appear next Spring in 
Life, Collier’s and Esquire magazines, 
featuring a board of experts known as 
the “Fortune Style Forum.” Each ad 
is also backed up with a merchandising 
program tying in with the national ad 
and featuring a specific type of shoe. 

Sales Manager John Wallace called 
the Jarman meeting to order with thirty 
sales representatives on hand for the 
presentation of the new Jarman Spring 
line by E. T. Bumpous. The afternoon 
portion of the meeting was devoted 
to the new advertising and promotion 
plans for Spring. Steve McGaw, ad- 
vertising manager, announced the pro- 
gram which calls for color pages in 
Life, Collier’s, Saturday Evening Post, 
Esquire and Time magazines, support- 
ing the national advertising which will 
feature the “Jarman Style Clock.” 
There will be five complete merchandis- 
ing promotions for each month from 
February through June. 

Mr. Wallace and Mr. Bumpous also 
addressed the group on selling and mer- 
chandising plans for the Spring season. 
Presentation of special awards and 
service pins concluded the meeting at 
the annual banquet. 
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Here's a fine example of attention to detail 
in the manufacture of Mrs. Day's Ideal Baby 
Shoes. What's the best way to get every bit 
of moisture out of a baby shoe. Why, bake 
it, of course 
Day to think of it! Many of the innovations 
in lasts, patterns, materials and construction 
are original with Mrs. Day .. . 


. . » Simple, but it took Mrs. 


reason 


enough for the splendid selling record of 
ideal Baby Shoes. 





Open Branch Store 

New York — The Arch Preserver 
Men’s Shoe Shop, located at 14 Vander- 
bilt Avenue, here, opened a branch store 
recently at 39 West 48th Street, at 
Rockefeller Plaza. This is the second 


Arch Preserver shop in New York, 


owned by M. H. Robins. 


Ward Leaves Biasiala Store 


Hono.wuiv, T. H.—Frank D. Ward 
has resigned his position as buyer in 
the Persans Shoe Store to take up the 
importing business with headquarters 
in Los Angeles. 


Territory Changes 

BEACON FALLS, CONN.—Charles W. 
Reis, manager of the Great Lakes Di- 
vision of the Beacon Falls Rubber Co., 
has announced the following sales ter- 
ritory changes: 

Chester P. Day, formerly covering 
eastern Pennsylvania, has been trans- 
ferred to western Pennsylvania and the 
eastern part of Ohio; G. Ray Simons 
will cover the entire state of New York, 
exclusive of the metropolitan area, and 
John R. Brillon, a newcomer to the 
sales staff, will cover the eastern part 
of Pennsylvania. 
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Shoe and Leather Trades 
Aid Red Cross Roll Call 


New YorK—A Leather Division with 
Mrs, Pauline Kline as chairman is aid- 
ing the 1941 Roll Call of the New York 
Chapter of the American Red Cross, 
being conducted from November 11 to 
30. The group chairmen are as follows: 
Shoes, George L. Smith; Gloves, Nor- 
man Blum; Tanners leather, George 
H. Mealley; Hand luggage, Maurice 
Levitan. 

S. Sloan Colt, general chairman of 
this Roll Call emphasized that during 
the past year the Red Cross has been 
called upon to carry increasingly heavy 
defense responsibilities, which in the 
coming year will be even greater. 


E-J Workers Buy 
Defense Bonds 


ENpicoTT, N. Y. — Endicott-Johnson 
Corporation employees purchased more 
than 3000 Defense Savings Bonds, 
valued at approximately $125,000, dur- 
ing the first week of the plan institut- 
ed by the company whereby workers 
may subscribe to bonds and pay for 
them by means of regular deductions 
from their wages. Prior to the formal 
adoption of the plan, many clubs sprang 
up among the shoe workers, having as 
their purpose the buying of defense 
bonds. 


40 


New Buying Policy for Army Shoes 





New Policy to Spread National Defense Orders—Awards to 
Be Made on Regional Basis with Price Not a 
Dominant Factor 


WASHINGTON, D. C.— The Quarter- 
master Corps in a new policy designed 
to spread national defense orders as 
widely as possible, has announced two 
unusual steps, one of which provides 
for awards being made on a regional 
basis and the other provides that prices 
no longer shall be the dominating factor 
in making awards. 

In making contracts on a regional 
basis, the maximum quantities awarded 
to any bidder will be limited, and 
awards will be made to as many 
regions, and to as many suppliers in 
each region, as is possible and prac- 
ticable. 

The Quartermaster procurement dis- 
tricts will be the basis for this regional 
distribution of awards. The location of 
the nine districts, the headquarters, and 
the States included in each are: 

District 1, Boston — Maine, Massa- 
chusetts, New Hampshire, Rhode Is- 
land, Vermont. 

District 2, New York—Connecticut, 
New Jersey, New York. 

District 3, Philadelphia—Delaware, 
Maryland, Pennsylvania, Virginia. 

District 4, Atlanta—Alabama, Flor- 
ida, Georgia, Louisiana, Mississippi, 
North Carolina, South Carolina, Ten- 
nessee. 

District 5, Jeffersonville, Ind. 
Indiana, Kentucky, Ohio, West Vir- 
ginia. 

District 6, Chicago—Michigan, Wis- 
consin, Illinois. 

District 7, St. Louis — Arkansas, 
Iowa, Kansas, Minnesota, Missouri, 
Nebraska, North Dakota, South Dakota. 

District 8, San Antonio — Arizona, 
Colorado, New Mexico, Oklahoma, 
Texas. 

District 9, San Francisco — Cali- 
fornia, Idaho, Montana, Nevada, Ore- 
gon, Utah, Washington, Wyoming. 

In the matter of prices, it was stated, 
the Quartermaster General recognizes 
that a wide distribution of defense or- 
ders will entail increased costs, since 
small plants may be unfamiliar with 
and inadequately equipped to produce 
Quartermaster items. 

Within reasonable limits, depending 
upon circumstances surrounding in- 
dividual procurement orders, bid prices 
will not always govern the award of 
contracts. Direct negotiations will be 
made with bidders in a particular 
region where it is desired to make 
awards, when the bid prices are con- 
sidered too high. Every reasonable ef- 
fort will be made to induce such bid- 
ders to accept a stated quantity at 
what is considered a fair price to 
them. 

To eliminate another possible source 
of trouble in getting widespread dis- 


tribution of awards, because of the 
presence of large, efficient and low- 
cost producers of any particular items 
in a region, procurement officers of the 
Quartermaster Corps have received au- 
thority to rotate orders among re- 
sponsible bidders. 

Under this plan, bids, whether low 
or not, of previously successful bidders 
for any item or class of items involved, 
will be disregarded to the extent neces- 
sary to accomplish the principle of rota- 
tion and distribution of awards. 

A bid offering earlier delivery will 
get favorable attention if earlier de- 
liveries are desired, but it will not be 
accepted to prejudice the general dis- 
tribution program unless such delivery 
is essential. 

Wherever possible, contracts will be 
let f.o.b., point of origin, with final in- 
spection at that place. This will be 
done to facilitate payment for the or- 
der, particularly to small contractors 
who may have difficulty in obtaining 
adequate financial backing. 

As further aids to small contractors 
and other concerns not familiar with 
Army specifications and procurement 
procedure, two new ,developments are 
being used by the Quartermaster Corps. 

In one of these, sample orders are 
given prospective producers of a par- 
ticular item. This is to permit them 
to learn, without assuming undue finan- 
cial commitments, if their equipment 
and personnel can be adapted to the 
new job. 

The second aid is the establishment 
of sample rooms in Quartermaster 
Depots throughout the country. Here 
prospective bidders can see detailed 
specifications, drawings, patterns and 
similar information about Quarter- 
master items in which they are in- 
terested, and can also receive advice 
and assistance in the filling in of the 
many forms which go with every Army 
procurement order. 

One of the chief purposes of this 
work-spreading program is to relieve 
the distressed conditions which have 
arisen in some communities and in some 
industries because of the operation of 
priorities in diverting raw materials to 
National Defense channels. This new 
program is designed to give as many 
concerns as possible, in all sections of 
the country, an active part in Na- 
tional Defense. 


Manages New Store 


CARROLL, Iowa—Harry Hartley, for- 
merly managing the Brown Bilt Shoe 
Store here, is now in charge of a new 
Brown Bilt Shoe Store recently opened 
in Newton, Iowa. 
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Scott's 
Triple Feature 


HEALTH ARCH 


In little more than one year's 
time the Scott Health Arch has 
become one of the most consis- 
tent repeat sellers in the line. 
This popularity is due largely to 
the fact that this fine support 
serves a three-fold purpose. 
In addition to a gentle yet firm 
Longitudinal Support, it con- 
tains a support for the Meta- 
tarsal area and a slight but 
effective cuboid raise to posi- 
tion the heel. 

Made of excellent quality top- 
ping leather in attractive Rus- 
sett color. Specially treated to 
resist moisture; positively will 
not discolor the hose. Strictly a 
quality item. 


ORDER YOURS TODAY!! 
$18.00 Per Doz. $205.20 Per Gro. 


SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 











Selling Foot Comfort 
Through the Windows 


[CONTINUED FROM PAGE 21] 


hence no violent or strong backgrounds 
are necessary to contrast myriad 
colors. Conservative shoes always look 
their best against a conservative, rich 
background. 

Second and most important, it is con- 
sidered here, windows must make a 
dignified appeal to the intimate thought 
and consciousness of the prospective 
customer. Attractive windows, yes, but 
no sensational windows. Dark back- 
grounds with plenty of space between 
the shoes is the rule. Loye believes the 
character of the windows reflect the 
character of the store personnel and 
the character of the merchandise dis- 
played. 

In stores of the Loye type the sales 
presentation of the footwear is based 
wholly on the confidence instilled in the 
customer that thé concern is able to 
solve the particular foot problem of the 
window shopper. 

A continuous change of interesting 
subjects is planned. After the photo- 
graphed display comes a football trim, 
complete with marked field, score 
board, clocks, all built around the theme 
“Final Score .. . 2 Perfect Feet.” 

Another change planned is having 
scrolls in the background panels, with 
each card bearing a short statement 
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and each one captioned “Dr. Loye says,” 
then a message on foot care and foot 
health. Nothing of a professional na- 
ture but pertinent facts which any- 
body might apply to making the wear- 
ing of shoes more of a genuine plea- 
sure. 

Other than direct mail; all the adver- 
tising money is spent on the windows. 
Situated as is the store, in a suburban 
community, advertising in the Los 
Angeles papers would be entirely too 
expensive, as would advertising in the 
Hollywood newspaper, so the windows 
get the play. 

In merchandising his store, Loye 
watches his turnover quite closely. By 
turnover, he always refers to the turn- 
over of his customers and not the shoes 
on his shelves. Inventory figures are 
watched mainly to see that the fire in- 
surance is fully covered. However, the 
number of new customers and the num- 
ber of old, satisfied customers is a 
matter of daily, weekly and monthly 
check. These figures are the most 
watched graph in the office. Once a 
week an intimate study is made of who 
came in the store—and who did not— 
and why in each case. 

“Comparison of Sales” is made from 
two charts, number of new customers 
and number of repeaters, not volume 
or pairage. Needless to say the stock 
is carefully watched to see that every 
size is either on hand or on immediate 
order. 


Red Cross Holds Firm 

NEw YorK — Considerable interest 
was aroused in the New York market 
during Spring Opening Week with the 
rumor that Red Cross would make an 
announcement as to price policy. On 
Friday, Oct. 31, Joseph S. Stern, presi- 
dent of the United States Shoe Cor- 
poration wired: “Price on Red Cross 
Shoes will remain unchanged for the 
beginning of the season.” 

In an interview with A. B. Cohen, 
treasurer, in New York, on Monday, 
Nov. 3, he said: “The price stands on 
all shoes to be delivered before March 
10—at $3.90 wholesale. After con- 
siderable thought and conference we 
decided to hold firm because we had 
the major amount of materials on hand 
or on order to enable us to make the 
shoes at that price. What the future 
holds, we don’t know but tentatively, 
shoes for delivery after that date will 
be subject to a declaration of policy— 
possibly in February. We have taken 
some orders for shoes as far ahead as 
June, with a loophole arrangement— 
$3.90-$4.10—-when we set the price on 
those “forward shoes,” it will be op- 
tional with us as to which price will 
prevail. The economic situation as we 
find it ninety days hence will, in all 
probability, determine that action.” 

Red Cross shoes sell at $6.50 east of 
Denver and $6.85 west. 
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I. Miller Holds Dealer Meeting 


New YorK — The semi-annual deal- 
ers’ meeting of I. Miller & Sons, Inc., 
was held at the Long Island factory 
during the recent showing of Spring 
shoes in New York by manufacturers 
from all parts of the country. Starting 
at 10 a. m., the morning program in- 
cluded an opening address by George 
Miller, president; a review of sales and 
organization plans and policies by 
Irving E. Grossman, sales manager, 
and a presentation of southern resort 
and early Summer fashions, conducted 
by Miss Verne Clark, Director of Fash- 
ion Coordination, Education and Pro- 
motion. 

Following the luncheon, the after- 
noon session opened with an address 
by Arthur D. Anderson, editor of Boot 
AND SHOE RECORDER, and a runway 
showing of I. Miller’s Spring colors and 
fashions for 1942, presented by Miss 
Verne Clark. The afternoon session 
closed with a cocktail party and the 
opening of the new sales and sample 
rooms. In the evening a Stag Beef- 
steak dinner was served at Cavanagh’s, 
258 West 23rd Street. 
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College Footwear Display 


College fashions in footwear were presented in this display by Loveman, Joseph & 
Loeb, Birmingham, Ala. !t was arranged by Joe Apoiinsky, display manager, and 
according fo H. W. Tankersley, shoe buyer, drew exceptionally well. 





Midland Shoe Co. 
Announces Personnel Changes 


St. Louis, Mo.—Midland Shoe Co., 
St. Louis, operators of a chain of leased 
shoe departments in the Middle West, 
recently announced the election of 
Edgar L. Dehner as vice-president and 
director. At the same time it was an- 
nounced that Mr. Dehner, who formerly 
bought the feature and sport shoes for 
the company, had been promoted to the 
position of supervisor in charge of per- 
sonnel, advertising, sales and sales pro- 
motion. 

Mr. Dehner, who has been with Mid- 
land since its organization, is well 
known throughout the shoe trade, par- 
ticularly in Illinois where he began his 
shoe career in Lincoln, and then Spring- 
field. He started with Midland as man- 
ager of their Rockford department and 
then was placed in charge of the com- 
pany’s Illinois and Wisconsin units. 
From there he advanced to the buyer’s 
position, which he held up to the time 
of his recent promotion. 

At the same time, James H. Jones, 
general manager of Midland Shoe Co., 
announced the promotion of Robert C. 
Lundahl, former style shoe buyer for 
the company, to the position of buyer 
in charge of all lines. Mr. Lundahl also 
has been with Midland since it’s or- 
ganization, first as a salesman on the 
floor in Rockford, and then as manager 
of the company’s Omaha department. 
He was then placed in charge of the 
western units of the company before 
becoming style shoe buyer, which posi- 
tion he held up to the time of his re- 
cent advancement. William G. Hardin, 
formerly buyer of the cheaper shoes for 


Midland, was made assistant buyer of 
all lines. Mr. Hardin was formerly 
with J. C. Penney Co. before going with 
Midland last Spring. 


Northwest Woreadians Plan 
Annual Convention 


MINNEAPOLIS, MINN.—The 27th an- 
nual convention and exposition of the 
Northwestern Shoe Retailers’ Associa- 
tion, in collaboration with the North- 
western Shoe Travelers’ Association 
and the Northwest Footwear Associa- 
tion, will be held at Hotel Radisson, 
Minneapolis, Sunday, Monday and Tues- 
day, January 11, 12 and 13, 1942. 

By popular request, the Footwear 
Fashion Parade will be repeated again 
at this convention. Every exhibitor of 
women’s shoes is invited to have two 
pairs of shoes displayed on the runway. 


Business in Lull 
Before Winter Buying 


RocHeEster, N. Y.—Shoe retailers re- 
port for the first time since the sunny 
days preceding Easter began emptying 
shoe boxes that business is “slow.” The 
reason is because, in a region where 
the weather man is as temperamental 
as a prima donna, there has been “too 
much Summer.” 

Business, generally, is good here. In 
fact, all of the familiar indices show 
that it registered an all-time high in 
September, which is taking in a lot of 
territory. There has been a big moving 
up in the scale of employment with a 
lot of money in circulation. 

But when the population is stocked 
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up with the various kinds of shoes for 
one kind of weather—as it is here— 
there will have to be some snow in the 
air before there will be anything re- 
sembling a rush to buy Winter shoes. 
Although lack of materials due to 
defense priorities is expected to reduce 
employment with consequent decrease 
of buying power in some communities, 
it is not expected to do so in Rochester 
because of the large and growing de- 
fense plants to “take up the slack.” 
Therefore, despite present dullness, 
brisk retail shoe buying appears to be 
just a little ways ahead. 


Harry Uchin Elected Associate 
Shoe Merchants Head 


New YorK—At a special meeting of 
the Associated Shoe Merchants held re- 
cently at their offices in the Marbridge 
Building, New York, Harry Uchin of 
New Brunswick, N. J., was unanimous- 
ly elected president for the new year. 
He succeeds I. J. Weiss, of Greenwich, 
Conn. Other officers elected for the 
new term were: Louis Rosenfeld, of 
New Haven, Conn., vice-president; Max 
Bodner, of Stenchever’s, Paterson, Pas- 
saic and Hackensack, treasurer; Harold 
Blumenthal, of the New Shoe Store, 
Hempstead, Long Island, secretary; 
and Max Stein, of Newwark, N. J., gen- 
eral manager. Other members are: Mr. 
Pearlman of the Sterling Shoe Store, 
Providence, R. I.; I. J. Weiss, of the 
Favorite Shoe Store, Greenwich, Conn.; 
and Milton Greenspan of the Star Shoe 
Store, Union City, N. J. 

The association was founded six 
years ago and consists of independent 
shoe merchants operating 12 stores in 
New York’s Metropolitan area. The 
aims of the new organization include 
close co-operation and co-ordination in 
group buying and the exchange of mer- 
chandising, style and promotional ideas. 
Other functions of the organization 
stress group planning, promotions, 
sales, advertising and publicity. 





A Regular Caller 


SoMERSET, OH10—J. F. Morton, who 
has been calling on the trade for fifty- 
seven years, recently made his regular 
call on P. G. Walker & Company, here. 
Mr. Morton took one of his first orders 
from W. H. Walker, grandfather of 
Joseph Walker, present manager of 
the Walker store. In all those years, 
Mr. Morton has lived up to the record 
of never missing a call. 





New Casual Shoe 
Firm Opened 

Los ANGELES, CALIF.—Presented for 
the first time at the recent New York 
showings of Spring shoes was a collec- 
tion of women’s casual shoes, product 
of California Leisures, Inc., a new firm 
with a factory in Los Angeles. 

Mrs. Senta Illing is representing and 
styling the line which are designed 
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EXCLUSIVE WITH FOOT REST... 
VERIFLEXIBLE CONSTRUCTION 


Same quality of materials throughout, yet this 
exclusive feature makes Foot Rests as flexible as a 
bedroom slipper. No breaking in. Veriflexible con- 
struction is a real selling advantage, brings women 
back for more Foot Rests, with more profit to you. 


THIS SHOE HAS EVERYTHING! 


* NATIONAL ADVERTISING IN 
Ladies’ Home Journal 
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Good Housekeeping 


* *Four-Spot Comfort 
* Smartest Styles 
* Markup 40% to 42% 
* Welts and Littleways 


* Quick Turnover 


RETAIL a SOME HIGHER 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 








primarily as casual shoes for street 
wear. 


F. E. Winans Purchases 


Tacoma Business 


TacoMA, WASH.—Fenton E. Winans, 
well known shoe merchant and shoe de- 
partment manager on the Pacific Coast, 
has recently purchased Hill’s Tacoma 
Shoe Store at 920 Broadway, of which 
he has been the active manager for 
some time. 

He came to Tacoma from Butte, 
Mont., a year ago. At Butte he had 
been shoe buyer for a large department 


store. When he came to the Puget 
Sound community he bought a half in- 
terest in Hill’s which was operated by 
J. M. Hatton. Now he has purchased 
the other half interest from Hatton, 
and is sole owner and manager of the 
establishment for which he has great 
plans for the future. 

For the past 18 years Mr. Winans 
has been associated with a number of 
large department stores and exclusive 
shoe shops in many cities of the West, 
and is well known to the shoe trade of 
Seattle, Wash., Long Beach, San Fran- 
cisco, Los Angeles, and other communi- 
ties in which he has been an active shoe 
executive. 
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*‘Shoe-Mates’ Hold Luncheon 


New YorK—The Shoe-Mates, recent- 
ly-formed organization of young women 
in the shoe industry, here, are striving 
to enlarge their group by having as 
their first function of the Fall season, 
a membership drive in the form of a 
luncheon and get-together, to be held 
at the Murray Hill Hotel, 112 Park 
Avenue, on Saturday, November 8, at 
1.30 p. m. 

Each member of the Shoe-Mates has 
been asked to invite one or more pro- 
spective members as guests. 
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Circular Shoe Department in Quincy Store 


Quincy, Mass.—Remick's, Quincy's well known clothing store, recently took over 
the second floor of the building occupied by them at 1517 Hancock Street, and, in 
the process of completely remodeling and redecorating, emerged with a truly 


circular shoe department. 


Contained in a space thirty-five feet in diameter, the department is furnished 
with curved divans upholstered in pale biue leather, harmonizing with the some- 
what deeper blue of the circular carpet and the painted wall of the chrome-railed 
spiral stairway which leads to the men's clothing department on the second floor. 

An abundance of display space is provided by lighted units set into the wainut- 
toned wood walls and by open display cabinets at the back of the divans. In 
charge of all shoe departments—men's, women's and boys—is Angelo Bottiggio. 

Vincent Banco is in charge of the women's end of the business. 


> 





Opens New Foot 
Comfort Store 


BAKERSFIELD, CAL. — Ralph Rosen- 
thal, who for the past several years 
has been associated with his brother in 
the Family Shoe Store, here, has open- 
ed his own store under the name 
Ralph’s Foot Comfort Shop. 

The new store will feature corrective 
shoes for men, women and children. 
The shop has two fitting rooms with 
concealed stock, a work room and a 
small but complete hosiery department. 
The color scheme of the interior is in 
soft blues and browns with harmonizing 
drapes. Illumination is furnished by 
the new daylight fluorescent lighting. 


Interest at Chicago Showing 
Centers on Men’s Spring Lines 


Cuicaco, ILL. — Interest in men’s 
Spring shoes dominated sales at the 
regular monthly show of the Chicago 
Shoe Travelers Association held Oc- 
tober 27 and 28 at the Hotel Morrison. 
Although at-once novelties moved well 
and those representatives with advance 
Spring women’s lines placed a number 
of orders, this was largely a men’s 
show. All of the men’s lines represented 
were showing Spring and Summer 
shoes. 

In the regular staple lines brown or- 
ders led black. Brown and white combi- 


nations were first in orders booked with 
two-tone tans second; the latter gain- 
ing considerably in strength and sales 
over last year. All white’s were third, 
ventilated patterns were very strong 
and the numbers of orders placed for 
these shoes far outnumbered orders for 
any other single type. 

Nylon in the popular and lower 
priced novelties was the greatest news 
in the women’s lines, with houses show- 
ing this material in blue, brown and 
black decorated pumps unable to fill the 
demand. Gabardine is rapidly coming 
to the fore for late Fall and Winter 
selling and polished leathers are still 
very much in demand. There were a 
number of calls for patent leather, indi- 
cating a good interest in this leather 
for Spring. 

House slipper lines experienced good 
business at this show. 


Shoe Department Relocated 


LonG BEACH, CAL.—In the remodel- 
ed Foreman & Clark men’s clothing 
store, the shoe department has been re- 
located and enlarged due to the in- 
creased business developed the past six 
months. Shoes are now right in the 
center of the store, near the wrapping 
desk and furnishings. This move should 
mean an even greater percentage of 
gains, general shoe manager Stanley 
F. Smythe believes. 
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Obituaries 


David Packer 


CuicaGo, ILL.—David Packer, pioneer 
Chicago shoe man, died recently at the 
age of 73. He came to Chicago in 1899 
and worked on the old World’s Colum- 
bian Exposition, later owning his own 
concession. For many years Mr. Packer 
was in the retail shoe business with his 
sons until his retirement in 1933. 

He was active in communal and 
charitable affairs until his last illness. 
Mr. Packer is survived by four daugh- 
ters and three sons, one of whom con- 
tinues the family tradition in the shoe 
business in the Maury-Packer Shoe 
Company. 


Bernard Webber 


DALLAS, TEX.—Bernard Webber, son 
of Ben E. Webber, traveling salesman 
for the Rasmussen Shoe Co., Westboro, 
Mass., was fatally injured in a recent 
automobile accident on the Laredo-San 
Antonio highway, here. 

Mr. Webber was alone in his car 
when the accident occurred at an under- 
pass. He leaves a widow and one son, 
father, mother and one sister. 
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Completes Most 
Successful Year 


CoLumBus, On10—Walker T. Dicker- 
son Company held its semi-annual sales 
conference recently, attended by 50 well- 
known dealers from all sections of the 
country. The firm is completing its 
most successful year of operation. Re- 
cently a semi-annual dividend of 75 
cents a share was declared on 17,089 
shares of common stock outstanding. A 
service dividend of 6 per cent was also 
declared to employees of the company, 
based on the total amount of earnings 
paid to each employee during the fiscal 
year ending October 31, 1941. 

A year ago the company inaugurat- 
ed a profit-sharing plan which was 
based on the idea that those who had 
invested in employment in the company 
were entitled to consideration for their 
investment of labor as much as if they 
had invested in capital. In addition, 
continuity of employment has been 
assured, and provision has been made 
for payment for 13 holidays a year on 
which the factory is not in operation. 


Czech Shoe Workers 
May Stay Indefinitely 


BALTIMORE, Mp.—It appears probable 
that the move of the Justice Depart- 
ment to deport the fifty-eight execu- 
tives, instructors and workers at the 
Bata Shoe Company’s plant at Belcamp, 
Md., may prove futile. Warrants of 
arrest in deportation proceedings have 
been ordered in all fifty-eight cases, 
which now involve 103 persons, but it 
appears that the visits of these Czechs 
in America will continue indefinitely so 
that the persons involved may even 
have a permanent status. In at least 
four instances, prospective deportees 
have been married since the proceedings 
against them were instituted. 

This group of Czechs first came to the 
United States purportedly to teach 
American workmen a unique technique 
in mass production of shoes. But it 
looks as if they cannot be deported now 
for the simple reason that their coun- 
tries will not take them back and be- 
cause these “visitors” would not’ fall 
under the domination of the Germans. 
For the present, it looks as if these 
Bata workers are sitting pretty in 
America and that they are perfectly 
safe over here. 

The fact seems to be that the Govern- 
ment does not seem to be overly anxious 
to deport those on the list to be de- 
ported. This reluctance is evident at 
the State Department in the cases of 
the Bata Company. A Bata agent, 
while detained at Ellis Island in May 
1939, testified that he was in good 
standing with the German invaders of 
Czecho-Slovakia and could return. to 
that country. He testified that his pap- 
ers were issued by the German army 
command and the secret police. It was 
further brought out that he had been 
allowed to leave Czecho-Slovakia at a 


time when no able-bodied males were 
permitted to leave the country. 

This man’s deportation was recom- 
mended by immigration naturalization 
inspectors after he had testified. Sena- 
tor Tydings, of Maryland, intervened 
in his behalf and effected his admission 
into the United States on a six-months 
visitors visa. When this permit expired, 
the case records show that Senator 
Tydings interceded again. The Senator 
later explained that he had interceded 
in behalf of many at the Bata plant and 
elsewhere, leaving the merits of the re- 
quest to be determined by the State 
Department. The Senator’s law firm, 
Tydings, Sauerwein, Levy & Archer, 
represented the Bata Company in many 
phases of its establishment of the Mary- 
land unit and in subsequent wage-hour 
and child-labor proceedings instituted 
against it. 


Stone to Open New and 
Larger East Side Store 


CLEVELAND, OHIO — The Stone Shoe 
Co. has leased a store room, 25 x 256 
feet, at 10302-06 Euclid Avenue and 
will open a new modern store at that 
location shortly after the first of the 
year, according to an announcement by 
J. Harold Roberts, president. The new 
store will supplant the present east 
side store at Euclid and East 105 
Street, giving patrons of that area a 
much larger and better equipped place 
in which to fill their footwear needs. 

Mr. Roberts recently made a study 
of store arrangement and service facil- 
ities in various stores of the country 
and will put some of the better ideas 
to use in his new store. Fluorescent 
lighting will be employed throughout 
the new store in which display facilities 
and furnishings will be outstanding. 

The Stone Shoe Co., with a back- 
ground of 78 continuous successful 
years behind it, is one of the oldest and 
best known retail stores in the country. 
Its main store at 840 Euclid is one of 
the largest and most beautiful in 
America. In addition, the company 
operates stores in Lakewood and Shaker 
Heights as well as in the Euclid and 105 
Street area where it has been for 20 
years. The new and larger store in 
this neighborhood will permit it to in- 
crease its stock and facilities consider- 
ably. 

September business was surprisingly 
good, says Mr. Roberts. While Sep- 
tember, 1940, was 10 per cent ahead 
of 1939, the same month this year was 
19 per cent ahead of 1940. 

Suedes are the big sellers and will 
continue into November, he stated. 
Black predominates, followed by brown 
and then wine. Alligators have been 
very good, and likewise the combina- 
tions of suede and alligator and alliga- 
tor and calf. 

Pumps and step-ins are much more 
popular than oxfords in the high dress 
business. Men’s business, Mr. Roberts 
reports, has been exceptionally good. 
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Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 
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PRICE TICKETS 
Attractively hand lettered 
in popular price denomi- 











There’s REAL PROFIT 


BL RROWSM PH 


Arch Supports and 
Foot Specialties... 


The Arrowsmith line and its trade-mark 
is well known to the shoe trade. The 
line comprises Arch Props and Supports 
to fit practically every condition. 


Style C Arch Prop, illustrated 
ere, is acknowledged 










ples available on request. 
6 Doz.—$1.25 
12 Doz.-—$2.25 
With Store Name 
Imprinted 
100 tickets — $3.85 
200 tickets — $6.20 


Check with order 
unless C.0.D. proferred 


DISPLAY CARDS 
Each month, 14 infor- 
mative and forceful 
selling messages on 
appropriately design 
cards. 





LNAWLYVYdad ADIAYAS SINWHOUAN 












Detailed Information on Monthly Service at Your Request. 
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209 SOUTH STATE STREET ® CHICAGO, ILLINOIS 





to be the standard 
of excellence. It is 
constructed for StyleC 

endurance under the most severe service of the 
heaviest person. 
aching feet, weak or broken down arches, etc. 


Made in sizes for Men, Women. 
|] Wholesale $30.00 dozen pairs. Retail $5.00 pair. 


Exclusive distributors for Arrowsmith foot correctives 


216 W. Evergreen, Chicago, Iil. 





It is an effective relief for tired, 


SUNDRIES, Inc. 
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Finding*:ways to decrease spending. 
Hardest Jé¥? Finding those willing to 
accept the paring. 
* 7 * 

UNDER Leon Henderson’s elaborate ma- 
chinery for fixing and maintaining prices 
is a plan for setting up advisory panels 
—all under the wing of OPA’s 14 com- 
modity sections. Already forming are 
panels for hardware; cooking, heating 
equipment and utensils; hard and soft 
floor coverings; and electric equipment. 
OPA promises that other panels will be 
named for radios, batteries, and for other 
fields if and when conditions warrant. 


He 2 


WANTED: An ersatz golf ball. Re- 


ward: One lifetime ticket to all German 
golf courses. 

Such is the gist of a dispatch to the 
Commerce Department, relating that a 
recent issue of the leading Reich golf 
magazine carried this advertisement paid 
for by the German Golf Association. 
German golfers—we didn’t know there 
still was such an animal—were urged to 
give “serious thought” to finding a sub- 
stitute golf sball. The offer set forth 
specifications, was pessimistic that a sat- 
isfactory ersatz ball can be found. 





November 8, 194! 





Store Observes 35th 
Anniversary 


INDIANAPOLIS, IND. — The Walk- 
Over Shoe Store, here, recently com- 
pleted its 35th year in business at the 
same location, 28 North Pennsylvania 
Street. 

The store held a sale on its complete 
stock of men’s and women’s shoes and 
in the newspaper ad announcing this 
event listed the various members of the 
store’s personnel with a record of their 
years with the business. Leading the 
list were William H. Osborne and Lou 
Crowden, both with 24 years of ser- 
vice. Next was Jack Collins. with 22 
years and following him in order were 
G. L. Groves with 10 years; Mrs. C. 
Sullivan with six years, and Ray Car- 
ter with two years. 


80 Per Cent of Sales at $9 


[CONTINUED FROM PAGE 15] 


mail. In fact, about one-fourth of our 
customers are classed as out-of-town 





customers and are served by mail, with. 
shoes shipped to all parts of the coun-* 


try.” 

A service which supplies practically 
every type of shoe need will also keep 
customers coming back as well as mark 
up those extra profits. That Mr. Smith 
believes this wholeheartedly is seen in 
the fact that in addition to the 300 
styles of shoes and 100 styles of slip- 





pers, his department is also completely 
stocked with bowling shoes, tennis and 
slack shoes, other type athletic shoes, 
rubbers, and galoshes. 





Coast Firm Moved 


Los ANGELES, CAL. — Alfred Cerf 
has moved his manufacturing business 
to 690 St. Julian St. where he is devel- 
oping lines of play shoes and the more 
casual street shoes. 

Edward Thornton is covering the 
West Coast trade for Cerf. Maurice R. 
Polichar has taken over Cerf’s old loca- 
tion at 8643 Sunset Blvd. for a custom 
made shoe plant. 





Heads New Pittsburgh Store 


PITTSBURGH, PENNA.—F. J. Watkins, 
who was connected with the Ed Krom 
Shoe stores in Jacksonville, Florida, 
came here recently to open their new 
store at 307 Diamond Street. Ed Krom 
have ten retail stores, most of them 
located in the South. 





Opens New Branch Store 


Greenssoro," N“C—Al Levy, who 
operates King’s’ Bootéry in Raleigh, N. 
C., has openeda King’s Bootery at 19 
West Market Street, here. N. J. Levy, 
formerly connected with the retail shoe 
trade in New Orleans, La., is manager. 
The store will carry a complete line of 
women’s shoes. 





47 





HETSSIICRIM TUM me 





SALESMEN WANTED 


FOR SALE 


LINE WANTED 





REAL MONEY MAKING OPPORTUN 

ITY for live wire salesmen to cover the fol- 
lowing states: Georgia, Alabama, Pennsylvania, 
Ohio, Indiana, Michigan, Illinots, Missouri, Iowa, 
Oklahoma, Kansas, Nebraska, and California, 
to sell a fast styled line of in-stock Ladies 
novelties to retail at $1.49 to $2.45. Proven 
patterns from the best factories in this grade. 
Priced right. New Numbers sent every week. 
Commission basis only. Give full dotails as 
to experience, age, territory covered, present 
and past i. Man must live in territory 
and cover it car, BOSTON NOVELTY 
SHOE CORPORATION. 120 Lincoin Street, 
Boston, Mass. 





WANTED—BIG SALESMEN who are mak- 

ing money but want to make more. One 
of the larger and well established In-Stock 
Lines of Ladies’ Novelty Footwear is con- 
sidering applications for California—Texas-— 
Louisiana—Arkansas—Georgia—Florida and the 
Carolinas. Require services of men who have 
sold footwear, preferably Ladies, and who are 
interested in a permanent and profitable con 
nection. Address £345, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 





Two SALESMEN, with volume following to 
sell Rubbers, Tennis and Work Shoes. Lowest 
prices on market. State experience and terri- 
tory desired. Address $344, care Boot & Shoe 
Recorder, 100 East 42nd St., New York, N. Y. 





HELP WANTED 


WANTED: Quality man by manufacturer of 

men’s high grade shoes. One who has a 
background of actual experience in the making 
of really fine shoes. Address $341, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y, 











Appointed Vogue Shop Buyer 

Et Paso, TeEx.— Maurice Gold has 
been appointed buyer and manager of 
the Vogue Shoe Shop, 217 North Mesa 
Ave. Mr. Gold replaces Maurice Gene- 
cov, who has been transferred to Jack- 
sonville, Fla., to manage a shoe depart- 
ment there. 

Mr. Gold has had 13 years’ experi- 
ence as a buyer and manager of shoe 
stores, coming here from Oakland, 
Calif., where he was manager of the 
shoe department of Kahn’s Department 
Store. 





S HOE HIGH GRADE SPECIALTY SHOP, 
best Western New York city. Fins location: 
personnel; equipment; successful. $7,000.00 re- 
quired. Retiring. Address $346, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


A GOOD OPPORTUNITY FOR CAPABLE 
SHOE MAN: Will sell modern Family Shoe 
Store, lines featured $3, to $6.50 National 
brands. Town 18,000, large trade territory, ap- 
proximately sixty miles from Indianapolis. Will 
work out deal for right man with moderate 
investment. Address £342, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
ae. 








FOR LEASE 


OMPLETELY FIXTURED SHOE DE- 

PARTMENT, large North Carolina city; 
department located in largest Ladies Specialty 
Store in city. Volume approximately Thirty 
Thousand annually. Shoes $3-$7. retailers. Stock 
to be sold at cost. Furnish all references. 
Address $343, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, _ § 











Cowboy Boots Hit Home 


ALBUQUERQUE, N. M.—The cowboy 
boot craze has taken this city by storm. 
The short, wide-topped boots come in 
a great variety of colors, with bright 
reds, browns and greens, and combina- 
tions popular on the University of New 
Mexico campus. Following the univer- 
sity’s lead, young people quite generally 
are wearing the boots for street and 
sports wear. 


Mandel Remodels 
Girls’ Department 


Los ANGELES, CALIF. — The main 
Mandel Shoe Store on Seventh Street, 
this city, is to have its second floor 
(The Modern Deb Department) com- 
pletely remodeled. This floor specializes 
in five dollar smart shoes for the 
younger people. Business in this type 
of merchandise this Fall has been so 
good that more room and brighter 
quarters are felt necessary to main- 
tain the spirit of the sales tempo: 


gor ig covering Virginia, West Virginia, 

Maryland, North and South Carolina past 
eleven years, for one firm, open for line. Ad- 
dress $338, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





WANTED TO PURCHASE 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
nem & CRASae 


BARSH 
19 N. Fourth St. Mae tinged phia, Pa. 
Phone Market 








WE BUY 











SELL YOUR SUBPLES STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Ducane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
7 can use any quantity and pay the highest 
ices. 
CAMITTA SHOE COMPANY 
6 8. 3rd St. Philadelphia, Pa. 
Phone Lombard rd 2062 








SHOE STORES WANTED 


A. L. BARIS, Pree. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Onusual references on request 











ments. Minimum charge, 





CLASSIFIED ADVERTISING RATES 

The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
SS ee eee 1 Pee en eae wee Sedona OF PE OR 

Classified advertising is payable in advance. 
Advertisements for this page must be In our New York office on Friday of the week preceding publicetion. -we 








Boot and Shoe Recorder 











Retail Trade Gains 
Over Last Year 


INDIANAPOLIS, IND. — Local shoe 
stores continue to show a substantial 
gain in sales over the same period of 
last year. According to reports from 
other cities in the state retail sales in 
footwear are showing from 25 to 35 
per cent increase over last year and 
this is true where large industries are 
engaged in defense work. There is 
some difficulty encountered in getting 
orders shipped on time and in some 
instances stocks are far from complete. 

Women’s footwear sales consist of 
about 90 per cent black and brown 
suedes and various shades of tan calf 
in low heels and open toes. There is a 
customer acceptance that cannot be re- 
placed by the closed toe, according to 
general reports. A check-up revealed 
that more tailored sport shoes have 
been sold this season than in many 
years past. 

In men’s footwear there is a decided 
interest in heavy shoes with heavy soles 
in the darker shades of tan and antique 
leathers. Shoes fashioned after the 
military styles are not as popular as 
was first anticipated. The fad seems 
to have changed to moccasin styles, in 
stitched and moccasin patterns mostly. 
In fact, moccasin shoes are practically 
leading in sales. 


Remodels Basement 
Department 


Fort WAYNE, IND.—Grand Leader 
Department Store has remodeled its 
basement completely, featuring a com- 
plete ready-to-wear store, including shoe 
department, under management of 
Andre Levy. 








BLACKOUT 
THE SHADOW! 


Cues te all of us is the threatening 
spectre of tub losis. No resp 





Yet tuberculosis can be driven from 
the face of the earth. Since 1907 your 
Lecal Tub losis Association has helped 
reduce the toll of tuberculosis by 75%! 

By buying Christmas Seals you will 
help us complete the job—and make 
this a safer world for yourself and your 


loved ones. 
Buy 


me CHRISTMAS 


reel SEALS 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





TILA IIE 


4024 Verdant St., Los Angeles, Cal. 





Feature Human Interest Ad 


RocHEstTer, N. Y.—‘Do these belong 
to you?” inquired the caption of a full 
size picture of a pair of baby’s shoes 
in an effective five-column advertise- 
ment which Sattler’s used in a Buffalo, 
N. Y., newspaper recently. Below it 
explained that a customer brought them 
into the store. 

She had found them in an old trunk 
in the attic, left there by a forgotten 
family that had moved away 40 years 
ago, and “she thought we’d be inter- 
ested because you can still make out 
the word ‘Sattler’s’ dimly stamped on 
the lining of the shoes.” 

“Why is it that a pair of old, scuffed 
out baby shoes can get tangled up in 
your heartstrings so easily?” the ad 
inquired. “Like some magic boots of 
story book days, they take you down 
the path of memory to the years that 
used to be. 

“It was fun trying to picture them 
when they were new, these little old 
baby shoes. Who rode out to Sattler’s 
for them in a high-wheel buggy or a 
clanking old horse car one windy day 
when Cieveland or McKinley was pres- 
ident? What Buffalo doctor, lawyer or 
merchant chief of today wore those 
soles so slick and thin? 

“Then we got to thinking that there 
are thousands, yes, tens of thousands 
of Buffalo folks whose shoes were 
bought at Sattler’s. And we felt proud 
to think that they are ‘our’ folks and 
we are theirs; that we have grown up, 
along with them, from a toddler of a 
shoe store to one of the biggest and 
most complete department stores in 
the country. . . . But still a ‘home 
folks’ store—plain as an old shoe.” 


New Women’s Store 


Opened in Pontiac 


PONTIAC, MicH.— Pontiac’s newest 
shoe store has opened on N. Saginaw 
Street and is specializing in high qual- 
ity footwear for girls, misses and ma- 
trons at budget prices. Ivan Lamke 
is the manager. 


WIZARD 
ARCH BUILDER 
HAVE HELPED 
THOUSANDS 


“. . . foot sufferers, I 

mean ... but that goes 

for shoemen, too. For, ; 

after all, your store’s prosperity depends so 
much upon the service you render and the 
foot comfort you give. The patented Wizard 
principle of overlapping pockets and inserts 
makes it possible for you to offer profitable 
foot relief to your trade with an amazingly 
small stock investment. Your mark up 100%! 
Write for details to Trimfoot Co., 4060 Forest 
Park Bivd., Sc. Louis, Mo.” 


WIZARD ARCH BUILDERS 








Plans New Kent Store 


KENT, WasH.—Don Van Ackeren, 
young business man in Kent, plans to 
establish a shoe store of his own in this 
city. Mr. Van Ackeren has taken a 
portion of the A. N. Berlin Building, 
formerly occupied by the J. C. Penney 
Co. store, and will shortly open his 
business there. 


V ADVERTISING 
; . . 
ce a CUppuys 


—here's how to get 
More Business! 


HE Vincent Edwards idea Clipping 
Service hos over 2,000 sati ‘ 
Each order filled accordi 

you want; lers usually 

best retail ods; manufacturers usually 

wont ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep le touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 





VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Medison Ave., New York City 
Please tell me more about your news- 

paper od clipping service and special 

short term trial r. 

Name .. 

Company 


City 




















Dates to Remember 


Monthly Shoe Buyers Day, Michi- 
Shoe Travelers, Hotel Stat- 
fer. Detroit, Mich. 
November 17, 1941 
Annual Shoe Buyers Week, In- 
diana Shoe Travelers Associa- 
mel areca 


Ind. 
November 30, December 1, 2, 1941 
Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 
December 1, 2, 3, 4, 1941 
Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 
January 3, 4, 1942 
NATIONAL SHOE FAIR, Hotel 
Stevens, Il. 


I 
January 5, 6, 7, 8, 1942 
Michigan Annual Shoe Fair, Jointly 


Pag by Michigan Retail 

Dealers Association and 

Shoe Travelers Club of Mich- 

igan, Hotel Statler, Detroit, Mich. 
January 11, 12, 13, 1942 

27th Annual Convention and Foot- 


polis, Minn. 
January 11, 12, 13, 1942 
Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 
January 11, 12, 13, 14, 1942 
Annual Convention Middle Atlantic 
Shoe Retailers Association, Ben- 
jamin Franklin Hotel, Philadel- 
phia, Pa. January 18, 19, 20, 1942 
Central States Shoe © ae Hotel 


Morrison, Chicago, 
May 17, 18, 19, 20, 1942 





Forms New Slipper Firm 


BROOKLYN, N. Y.—Michael M. Leder, 
formerly connected with the La Mar- 
quise Slipper Co., here, has organized 
his own firm under the name Fourels, 
Inc., and will make a line of both 
conservative and high style women’s 
slippers as well as a line of play shoes. 

The new line includes a new idea 
in vamp construction which Mr. Leder 
claims improves the fit and appearance 
of his footwear. 


In the Army Now 


HoLiywoop, Cauir.—Songstress Mar- 
tha Tilden, of NBC Hollywood Studio, 
was made an honorary private at Camp 
Callan, the Coast Artillery Camp in 
LaJolla, Calif., recently. 

A military uniform was especially 
designed for her by a leading Los An- 
geles suit manufacturer. (See photo, 
page 11.) Details on correct military 
touches were carried out, even to the 
official Coast Artillery insignia for the 
jacket lapels. A feminine version of the 
overseas cap was also designed for 
her. Her boots are a feminine version 
of military boots and were made of 
Valencia kidskin. 
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GREEN CUSTOMERS NEED NO 


LIGHTNING CALCULATOR! 


Green’s one-price-across-the-board, one-quality policy elimi- 
nates mental arithmetic . . . temptation to shop around . . 
reduces juvenile shoe buying to the simplest terms. . At a 
glance the retailer knows the exact quality .. . cost . . . and 
retail on his whole line . . . needs no pencil and paper to 


figure where he stands. 


This consistent price and quality policy . . . backed by thor- 
oughly dependable stock service . . . also protects his buying 
judgment . . . insures a profit . . . and enables him to give 


superior service and value to his customers. 


Because Green stays with that policy . . . Green’s customers 


stay with the line. 


GREEN SHOE MFG. CO., BOSTON 





